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were  tracked  on  a  semi-annual  basis.  Beginning  with  the  Fall  1980  survey,  the  sample  size 
was  doubled  to  include  females.  Subsequent  surveys  have  been  conducted  annually  and  include 
cross-sectional  samples  of  both  sexes. 

YATS  1977  conducted  5520  interviews  in  the  Spring  and  5280  in  the  Fall.  The  Spring 
report  concluded  that  a  greater  proportion  of  young  men  between  the  ages  of  16  and  21  have 
graduated  high  school  and  are  now  working  full-time  in  civilian  occupations.  It  showed  two 
job  attributes  that  young  men  perceived  as  attainable  in  the  service:  "teaches  you  a 
valuable  trade  or  skill"  and  "a  career  you  can  be  proud  of."  Perceived  unattainable  job 
attributes  were:  "good  benefits  for  you  and  your  family,"  "job  you  want,"  and  "opportunity 
to  better  your  life."  Self-reported  school  enrollment  in  general  dropped  according  to  this 
study  as  did  self-reported  academic  quality.  In  addition,  more  than  i  of  the  positive  pro¬ 
pensity  group  said  they  would  be  more  likely  to  enlist  if  starting  pay  were  increased  by  $50. 
a  month.  Only  about  one  sixth  of  the  negative  propensity  group  said  they  would  be  more 
likely  to  enlist.  The  Fall  survey  found  that  positive  propensity  for  all  four  services 
declined  from  the  previous  year.  This  is  the  Spring  study. 
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INTRODUCTION 


I 

I 


I 

I 

I 

I 
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I 
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The  rationale  for  conducting  this  study  as  well  as  the  survey  de¬ 
sign  and  objectives  are  described  in  the  Introduction  to  the  Fall  1975  report. 
For  the  reader's  convenience,  the  following  comments  are  reprinted  from 
the  Fall  report.  Some  references  are  added  to  reflect  chronological  and 
survey  content  changes. 

Background  and  Objectives 

There  are  a  number  of  factors  that  are  related  to  a  young  man's 
decision  to  enlist  in  a  military  service.  Factors  such  as  national  unem¬ 
ployment  and  regional  cultural  environments  can  have  a  strong  bearing 
upon  enlistment.  Other  factors  related  to  enlistment  behavior  include 
youth's  general  attitudes  concerning  military  service  and  their  awareness 
of  the  opportunities  provided  by  the  services.  These  factors,  especially 
awareness,  are  influenced  largely  by  promotion  and  advertising  as  well 
as  the  many  activities  of  service  recruiters.  Youths'  attitudes  and  aware¬ 
ness  also  reflect  the  impact  of  various  other  influencers,  such  as  their 
peers,  parents  and  family,  teachers,  coaches,  counselors,  and  ex- 
servicemen. 

General  attitudes  concerning  military  service  can  change  over  time 
partially  because  the  potential  market  of  17  to  21  year  old  youths  changes 
every  year  as  new  youths  enter  and  older  ones  leave  this  age  bracket.  The 
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outcome  of  recruiting  efforts  can  be  influenced  by  altering  military  service 
attributes  such  as  salaries,  bonuses,  training  options,  length  of  service,  and 
so  on.  The  military  services  can  also  directly  influence  the  propensity  to 
serve  through  increasing  awareness  of  these  attributes  and  by  improving 
attitudes  by  means  of  promotion,  advertising  and  recruiter  efforts.  Indirectly, 
improved  awareness  and  attitudes  can  also  be  achieved  by  improving  the 
awareness  and  attitudes  of  the  influencers  of  potential  enlistment  prospects. 

Beginning  in  1971,  semi-annual  youth  surveys  have  been  conducted 
each  Fall  and  Spring  (excepting  Spring,  1975)  for  the  Department  of  Defense. 
These  surveys  included  interviewing  a  sample  of  non-prior  service  16-21 
year  old  male  youths  to  gain  insight  into  a  variety  of  issues  associated  with 
their  attitudes  toward  employment  in  general  and  military  service  in  particular. 
This  present  report  provides  detailed  analysis  of  the  fourth  of  a  four-part 
survey  (Fall  1975,  Spring  1976,  Fall  1976  and  Spring  1977),  with  an  examina¬ 
tion  of  some  changes  between  Spring  1976  and  Spring  ’ '  t. 

In  order  to  compete  effectively  in  the  youth  labor  market,  the 
Department  of  Defense  has  a  continuing  need  to  obtain  current  attitudinal 
information  concerning  the  nation's  youth.  The  principal  purpose  of  this 
survey  is  to  provide  the  Department  and  the  Services  with  valid,  timely,  and 
actionable  data  concerning  the  youth  labor  market  on  a  continuing  semi-annual 
tracking  basis.  This  survey  deals  with  propensity  to  serve  in  the  military; 
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effectiveness  of  advertising  and  recruiting  efforts;  impact  of  influencers; 
importance  of  military  attributes;  and  characterization  of  youths  by  such 
factors  as  their  demographics  and  life  goals. 

The  information  gathered  on  this  and  the  past  three  surveys  has 
three  fundamental  objectives.  The  first  objective  is  to  gather  information 
that  has  common  utility  for  all  the  military  services. 

Secondly,  twenty-six  special  recruiting  areas  were  isolated 
throughout  the  country  so  that  special  analyses  could  be  performed  on  each 
of  them.  These  areas,  referred  to  as  T  racking  Areas,  comprise  one  or 
more  geographic  units  of  each  of  the  services:  Recruiting  Detachments 
(Air  Force),  District  Recruiting  Commands  (Army),  Recruiting  Stations 
(Marine  Corps),  and  Recruiting  Districts  (Navy).  Each  service  then  can 
track  the  study  variables  over  time  within  actionable  geographic  areas 
defined  by  recruiting  boundaries  of  each  service. 


Thirdly,  the  study  is  designed  to  provide  observations  over  time 
so  that  changes  in  attitudes  and  behavior  can  be  detected  and  appraised, 
it  is  anticipated  that  controlled  experiments  might  be  attempted  over  time 
in  the  Tracking  Areas  to  test  such  factors  as  promotional  materials,  re¬ 
cruiting  practices,  and  advertising  strategy. 
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Study  Design 

The  survey  involved  16-21  year  old  males  who  do  not  have  prior 
or  current  military  involvement  and  who  are  not  beyond  their  second  year 
of  college.  In  total,  5,520  interviews  were  completed. 

The  survey  employed  telephone  interviewing.  Respondents  were 
selected  by  random  digit  dialing.  Approximately  200  interviews  were  com¬ 
pleted  in  each  of  26  tracking  areas.  Thus,  the  study  provides  statistically 
valid  samples  for  each  tracking  area  and  allows  computation  of  total  U.S. 
estimates. 

In  the  first  two  waves  of  this  study  (Fall  1975  and  Spring  1976), 
only  13  tracking  areas  were  studied  independently.  The  13  areas  cumu¬ 
latively  accounted  for  about  65%  of  the  U.S.  "military  available.  "  The  13 
tracking  areas  were  selected  from  a  total  of  26  by  using  three  criteria: 
a)  maximizing  the  percentage  of  the  potential  applicant  pool  covered,  b) 
providing  sufficient  geographic  dispersion  or  regional  coverage,  and  c) 
limiting  the  number  of  recruiting  units  to  three  or  less  per  Service.  The 
tracking  areas  included  in  the  first  two  waves  contain  the  following  principal 
cities  and/or  states: 

•  New  Y ork  C ity 

•  A  lbany/Buffalo 

•  Harrisburg 

•  Washington,  D.  C. 
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•  Florida 

•  A  labama/Mississippi/T ennussee 

•  Ohio 

•  Michigan/I  ndiana 

•  Chicago 

•  Minnesota/Nebraska/N or( h  Dakota/  South  Dakota 

•  Texas 

•  Southern  Cali  fornia /A  r  izona 

•  Northern  California 

1  he  remainder  of  the  country  was  treated  as  one  area  and  was 
referred  t  >  as  "balance  of  the  country".  Approximately  400  interviews 
were  conducted  in  this  aggregated  area. 


In  the  two  most  recent  waves  (Fall  1976  and  Spring  1977),  the  sample 
was  allocated  to  all  26  tracking  areas.  In  addition  to  the  above  13  areas, 
interviews  were  conducted  in  these  additional  tracking  areas: 

•  Philadelphia 

•  Boston 

•  Pittsburgh 

•  Richmond/North  Carolina 

•  South  Carolir.a/Georgia 

•  New  O  rleaus 

•  A  rkansas 

•  Kentucky 

•  Des  Moines 
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•  New  Mexico/Colorado 

•  Washington/Oregon 

•  Kansas  City /Oklahoma 

All  in  all,  the  26  tracking  areas  account  for  1U0",)>  of  the  "military 
available"  in  the  continental  U.S. 


Detailed  tabulations,  referred  to  in  this  report,  are  given  in  five 
volumes.  Volumes  1  and  2,  which  constitute  most  of  ihe  analyses,  contain 
both  Spring  1976  and  Spring  1  ‘i 77  data  for  those  questions  which  are  con¬ 
sidered  comparable. 


Volume  1: 
Volume  2: 


Volume  3; 
Volume  4: 
Volume  S; 

Volume  <>: 


By  Individual  Tracking  Area 

By  Enlistment  Propensity  1'oward  Active  Duty  in 
the  Air  Force,  Army,  Marine  Corps  and  Navy 

By  Schooling  Status  and  C  rades  in  High  School 

By  Age,  Race,  and  Quality  Groups 

By  Enlistment  Propensity  Toward  Reserves 
and  the  National  Guard 

By  Enlistment  Propensity  toward  Coast  Guard 


The  interviewing  lor  this  wave  took  place  between  April  11,  1977  and 


May  2 K .  1977. 
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Content  of  the  Interview 

The  interview  focused  on  the  following  areas  of  information: 

(1)  Respondent  demographics 

•  Age 

•  Marital  status 

•  Racial/ethnic  affiliation 

•  Education 

•  Employment 

(2)  Propensity  to  enlist  in  the  military 

(3)  Assessment  of  the  importance  of  job  attributes  and  their 

ittainabiJity  in  the  military 

(4)  A  sacssment  of  advertising  recall  and  meaningfulness 

(5)  Information  seeking  activities  about  enlistment 

involving  self,  recruiters,  and  other  influencers 

(f>)  Attitudes  of  certain  influencers  toward  serving  in  the 
military 

(7)  Nature  and  outcome  of  recruiter  contact 

(8)  Knowledge  of  current  military  starting  pay 

(9)  The  relative  effect  of  a  $50  a  month  pay  increase  on 

propensity  to  enlist  in  the  military 

(10)  K  nowledge  and  preferences  about  educational  benefits 

(11)  Tito  goals  and  their  achievalibity  in  the  military 


■  t 
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Questionnaire  Change 

The  study  design  permits  the  ii  elusion  of  new  elements  from  time 
to  time.  For  example,  in  Fall  1976  a  question  was  added  dealing  with  the 
effect  of  a  $50  per  month  pay  increase  on  propensity  to  serve  in  the  military. 
This  item  was  retained  in  Spring  1977.  The  current  survey  has  several  new 
features:  an  item  assessing  which  branch  of  Service  is  associated  with  the 
concept  "Armed  Services"  or  "military",  questions  about  the  recall  and 
meaningfulness  of  the  advertising  program  o£  each  service,  and  questions 
assessing  knowledge  and  preferences  concerning  Veterans'  educational 
benefits. 


A  few  items  from  Fall  1976  were  deleted  in  the  Spring  1977  question¬ 
naire.  Respondents  were  no  longer  asked  to  associate  advertising  copy  points 
with  specific  services.  The  questions  about  influence  of  girl  friends  /wives 
and  of  friends  in  the  service  were  also  not  asked. 

Analytic  Comments 

In  such  a  large  study,  many  results  are  likely  to  appear  which 
are  due  solely  to  chance  or  sampling  variance.  In  order  to  avoid  being 
deceived  by  such  results,  this  analysis  delineates  those  results  which  are 
unlikely  to  be  due  to  chance  or  sample  idiosyncrasies.  Specifically,  all 
significance  statements  are  based  on  the  confidence  level.  This  means 

there  is  less  than  a  5%  likelihood  that  such  a  result  would  occur  solely  due 
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In  the  Spring  survey,  pursuant  to  OMB  suggestions,  the  effects  on 
response  rate  of  altered  instructions  and  small  cash  incentives  were  exam¬ 
ined.  These  factors  were  assessed  by  a  small  split-sample  experiment. 

The  result  of  this  experiment  will  be  reported  in  detail  in  a  separate 
document.  For  present  purposes,  it  is  sufficient  to  report  that  the  cash 
incentives  increased  response  rate  by  a  very  small  amount  and  different 
instructions  had  no  effect. 

The  tracking  area  design  of  this  study  necessitates  that  the  collected 
data  be  weighted  in  order  for  ns  to  make  valid  estimates  of  national  statis¬ 
tics.  In  the  Fall  1976  and  Spring  1977  waves  of  the  study  an  improved 
weighting  system  was  used  (see  Appendix  III).  In  order  for  us  to  make  Spring 
1976  to  Spring  1977  comparisons,  the  Spring  1976  data  had  to  be  retabulaled 
according  to  the  new  weighting  system.  As  a  result,  Spring  1976  data  reoorted 
in  this  document  may  differ  slightly  from  what  was  originally  shown  in  tin 
Spring  1976  report.  This  weighting  system  is  discussed  in  detail  in  Appendix 
III  of  this  report. 
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On  data  from  the  13  original  tracking  areas,  standard  errors  were 
computed  by  means  of  the  replicated  sample  procedure  developed  by  W,  E. 
Deming  (An  Application  Of  A  Replicated  National  Sample  In  Consumer 
Research,  Proceedings  of  the  American  Society  for  Quality  Control,  1961). 
Use  of  this  formula  produced  staadird  errors  that  averaged  10  percent  lar¬ 
ger  than  those  computed  on  the  weighted  national  samples.  Hence  minimum 
t  values  were  adjusted  upwards  by  10  percent  in  tests  of  significance  on  the 
national  sample  (see  Appendix  I). 

Since  Fall  1976,  only  a  minimum  sample  of  telephone  numbers  has 
been  issued  to  interviewers.  Additional  numbers  then  are  issued  in  small 
subsamples  until  the  correct  number  of  completed  interviews  is  reached. 
This  procedure  prov  ides  tight  control  of  the  sample  and  is  now  standard  for 
the  survey. 


EXECUTIVE  SUMMARY 


Introduction 

This  report  is  a  discussion  of  the  Spring  1977  wave  (l.e. ,  Wave  IV)  of 
the  tracking  study  of  youth  attitudes  toward  serving  in  the  armed  forces.  A 
total  of  5520  randomly  selected  males  between  16  end  21  years  of  age  were 
interviewed  by  telephone.  Approximately  200  interviews  were  conducted  in 
each  of  26  tracking  areas  across  the  continental  United  States. 

Major  Conclusion  of  the  Study 

This  wave  of  the  study  provides  an  18  month  historical  perspective 
from  which  the  following  conclusion  is  drawn. 

It  appears  that  the  military  services  continue  to  have  an  increasingly 
more  difficult  job  of  attracting  (in  numbers  and  in  quality)  young  man  into 
the  all -volunteer  force.  The  decline  In  propensity  to  serve  since  Fall  1975 


(Wave  I)  appeere  to  be  related  to  the  foct  that  a  creator  neenertfem  af 
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Propensity  to  Join  to*  armed  tores*  declined  somewhat  from  Spring  1074 
to  Spring  1977.  While  the  propensity  figure*  are  down,  these  declines  are  not 
Statistically  significant.  As  of  Spring  1977,  however,  the  decline  observed  since 
the  first  wave  of  these  studies  (Pall.  1975)  is  significant  for  all  services.  It  I* 
apparent  that  it  Is  becoming  increasingly  more  dlfficalt  to  attract  people  to  enlist 
in  toe  armed  services. 


0 


The  overall  rank  order  of  the  active  doty  services  based  on  expressed 
propensity  levels  did  not  change  from  Spring  1976.  The  order  Is  as 


follows: 

Snrlna  *76 

Difference* 

Parceatage 

e  Air  Force 

17.1* 

15.7* 

-1.8 

10.3* 

e  Navy 

U.4* 

15.2* 

*1.2 

7.3* 

e  Army 

IS.  1* 

11.8* 

-t.S 

0.9* 

e  Marine  Corpe 

11.8* 

18.7* 

*1.1 

0.3* 

Volontary  mention*  of  military  enlistment  have  always  paralleled  pee* 
penalty  changes,  Volontary  motions  declined  by  a  statistically  significant 
amount  from  Spring  to  SprfiHfr  tertoer  evidence  of  a  mere  fiOtofi  recrofitag 
market,. 
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Self-reported  school  enrollment  in  general  dropped*  Fewer  Spring  1977 
respondents  report  being  in  high  school  or  in  college.  Also*  more  have  gradu¬ 
ated  from  high  school*  The  proportion  of  respondents  attending  vocational 
school  dropped  as  well*  Other  significant  changes  include  an  increase  in  full¬ 
time  employment  and  a  decrease  in  the  proportion  of  unemployed  respondents 
who  said  they  are  not  looking  for  a  job*  Self-reported  academic  quality  of  die 
respondents  dropped  significantly. 


Spring  to  Spring  shifts  occurred  with  respect  to  life  goal  achievement. 
Relative  to  civilian  life*  the  military  was  perceived  to  gain  ground  in  three 
of  12  areas:  doing  challenging  work*  ability  to  make  own  decisions  and  adven¬ 
ture  and  excitement. 


The  military  experienced  setbacks  with  regard  to  perceived  job  se¬ 
curity  and  making  a  lot  of  money*  but  maintained  its  position  relative  to 
civilian  life  with  respect  to  the  perception  of  developing  potential,  respect 
of  friends*  working  for  a  better  society,  personal  freedom*  helping  other 
people,  learning  as  much  as  one  can  and  recognition  and  status. 


■'UV'Am' UHL  §MW\ 


There  are  significant  differences  in  the  data  across  the  26  tracking 
arens  on  all  of  the  variables  included  In  tbs  tracking  area  awlysls. 


the  markets  when*  propensity  was  low  Jar  the 


4  '  H. 


|s«fe»trs»ifi*M  Ogees  o  New  Vos*  City  and 
trnt  inthd  fNrnMittirnee,  fieth  areas  teed  te  be  oa  par 

l  .  .1  ■-  •••  *  •••?.  - 
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with  the  rest  of  the  country  with  respect  to  propensity  to  serve  in  the  four 
services  (Chicago  remaining  below  average  in  propensity  toward  the  Army), 
Southern  California  is  below  the  nation  with  respect  to  propensity  to  serve  in 
the  Army  and  Marine  Corps.  Wisconsin  is  clearly  the  poorest  tracking  area 
with  respect  to  propensity  to  join  the  military.  Wisconsin  falls  below  the 
national  averages  for  all  of  the  active  services  except  the  Army. 

Propensity  for  the  Reserve  Components  is  especially  low  in  Ohio. 
Chicago,  Southern  California  and  Philadelphia. 

Perceptions  of  the  Services 

A  military  career  is  perceived  as  allowing  a  young  man  to  have  ad¬ 
venture  and  excitement  and  job  security.  On  the  other  hand,  a  military 
career  is  perceived  as  not  permlting  a  young  man  to  enjoy  personal  freedom, 
make  his  own  job-oriented  decisions,  or  make  a  lot  of  money. 

Young  men  value  certain  job  attributes  when  considering  joining  the 
service.  Two  of  these  were  perceived  as  being  attainable  in  the  service. 
These  were  "teaches  you  a  valuable  trade  or  skill"  and  "a  career  you  can  be 
proud  of."  Valued  job  attributes  perceived  as  being  hard  to  attain  were  "good 
benefits  for  you  and  your  family, "  "job  you  want, "  and  "opportunity  to  better 
your  lifs," 
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The  individual  services  were  perceived  differently.  The  Air  Force  has 
particular  strength  with  respect  to  teaching  a  valuable  trade  or  skill,  provid¬ 
ing  a  challenging  job,  enabling  the  serviceman  to  improve  himself,  and 
providing  the  serviceman  with  a  career  about  which  he  can  be  proud.  The 
Army  was  associated  most  often  with  help  in  obtaining  a  college  education. 

The  Marine  Corps  was  associated  with  training  for  leadership,  and  the  Navy 
was  equated  with  world  travel. 

Enlisted  Starting  Pay 

One-half  (49.  6%)  of  the  sample  claimed  to  have  no  idea  of  the  level  of 
monthly  enlisted  starting  pay.  Among  those  who  did  give  estimates,  the 
average  estimate  was  $381  which  is  close  to  the  true  value  of  $374.  However, 
the  averages  range  from  a  low  of  $325  to  a  high  of  $433  across  tracking  areas. 

Positive  propensity  men  value  good  starting  pay  but  did  not  think  they  7 

can  achieve  this  in  the  military.  As  in  oast  surveys,  those  with  negative  pro¬ 
pensity  gave  higher  pay  estimates  than  did  those  with  positive  propensity  to 
enlist.  The  data  suggest  that  the  lower  pay  estimate  among  positive  propensity 
people  might  present  a  recruiting  opportunity.  More  than  one-half  (52.4%)  of 
the  positive  propensity  group  said  they  would  be  more  likely  to  enlist  if  starting 
pay  were  increased  by  $50  a  month.  Among  the  negative  propensity  group,  about 
one-in-six  men  said  they  would  be  more  likely  to  enlist. 
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Perceived  Attitudes  of  Inflaencere 

Positive  propensity  men  claimed  that  their  parents  are  in  favor  of  their 
joining  the  service,  particularly  for  the  job  training  they  will  receive.  Nega¬ 
tive  propensity  men  felt  that  their  parents  do  not  want  them  to  join  the  military. 
Loss  of  status,  a  desire  for  their  sons  to  get  a  civilian  education,  fathers'  nega¬ 
tive  experiences  with  the  military  and  family  separation  and  danger  are  the  major 
reasons  given  why  some  parents  were  perceived  as  opposing  military  service. 

If  respondents'  perceptions  were  accurate,  these  findings  are  important  since 
parents  are  key  influencers  in  the  military  recruiting/decision-making  process, 
as  repeatedly  established  in  this  series  of  surveys. 

Advertising  Awareness 

Approximately  one -half  of  the  respondents  were  aware  of  advertising  for 
specific  services.  However,  only  about  one-half  of  these  same  individuals 
could  recall  any  content  of  the  advertising.  In  this  respect  all  four  services 
were  comparable. 

Among  respondents  who  did  recall  advertising  content,  they  most  often 
recalled  copy  points  about  teaching  /learning  a  trade,  job  opportunities  and 
enlisting.  Respondents  also  frequently  recalled  Marine  slogans  end  travel 
copy  for  the  Navy. 
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Educational  Benefits  (Veterans'  Educational  Assistance  Program) 

It  appears  that  there  is  little  knowledge  about  the  current  educational 
benefits  plan.  Positive  propensity  men  are  somewhat  more  familiar  with  the 
provisions  of  the  educational  assistance  program  than  negative  propensity  men. 
Positive  propensity  men  also  report  greater  expected  participation  independent 
of  the  level  of  required  savings.  For  all  men  the  lowest  level  of  required 
savings  ($25)  was  the  most  popular. 


Active  Services  Versus  Reserve  Components  Target  Market  Profile 
An  attempt  was  made  to  determine  whether  the  National  Guard  and 
►  Reserves  draw  from  the  same  pool  of  men  as  do  the  active  services.  The 

following  differences  are  revealed  with  respect  to  the  profile  of  those  men 
who  intend  to  join  the  National  Guard  or  Reserves. 

Those  men  who  indicate  a  positive  propensity  for  the  reserve  compo¬ 
nents,  in  contrast  to  those  interested  in  the  active  services,  tend  to  be  .  .  . 

•  Older 

•  More  likely  to  be  White 

•  More  likely  to  be  employed 

•  Less  likely  to  be  students,  although  more  of  them  are  in  college 

e  More  likely  to  be  high  school  graduates 

•  Less  likely  to  feel  that,  relative  to  civilian  life,  life  goals  can 
be  more  readily  achieved  in  the  military 

•  Relatively  more  inclined  to  join  a  reserve  component  than  one 
of  the  active  services 
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Active  Duty  Positive  Propensity  Respondents  Target  Market  Profile 
As  in  previous  waves  of  this  study,  the  positive  propensity  candidate  for 
active  military  service  can  be  described  in  contrast  to  his  low  propensity  peers, 

3S  •  •  • 


•  Younger 

•  More  likely  to  be  non- White 

•  More  likely  to  be  unemployed  and  looking  for  work 

•  Less  educated 

•  Having  a  less  educated  father 

•  Having  lower  values  on  the  Quality  Index 

•  Considering  all  of  the  job  attributes  to  be  important  when 
considering  joining  the  service 

•  Feeling  the  military  is  relatively  more  likely  to  enable  him 
to  achieve  most  of  his  life  goals 

•  Underestimating  the  level  of  starting  pay 

•  More  motivated  to  enlist  should  pay  be  increased  by  $50  a 
month 

•  Having  had  more  recent  recruiter  contact 

•  Having  sought  information  on  a  military  career  by  mail  or 
by  phone 

•  Having  taken  a  military  test  at  a  recruiting  station  or  in 
high  school 

•  Having  discussed  entering  the  military  with  parents  or 
friends 

•  Feeling  relatives  support  his  joining  the  service 

m  Having  positive  propensity  for  more  than  one  service 
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SECTION  I 

National  Trends  -  Spring  1976  to  Spring  1977 

Throughout  this  investigation  the  principal  measure  has  been 
enlistment  propensity  (i.e.  ,  the  rated  likelihood  of  serving  on  active 
duty  in  each  military  service).  This  analysis  begins  with  an  examination 
of  those  variables  that  are  related  to  enlistment  propensity.  The  primary 
time  frame  for  analysis  is  Spring  1976  to  Spring  1977.  Given  this  full-year 
Spring  to  Spring  time  frame,  seasonal  effects  are  eliminated  and  observed 
changes  can  be  viewed  as  indicative  of  underlying  trends.  Where  it  is 
appropriate  to  do  so,  comparisons  with  previous  waves  are  also  made. 


T lie  data  reported  in  this  section  represent  weighted  total  U.S. 
data  obtained  from  twenty-six  (26)  tracking  areas.  Thirteen  (13)  of  these 
are  the  same  as  those  used  in  the  Spring  1976  wave  of  this  investigation. 
The  balance  are  thirteen  (13)  tracking  areas  which  in  the  Spring  1976  wave 
were  aggregated  into  one  group  and  tabeled  as  "balance  of  the  country". 
These  thirteen  (13)  new  tracking  areas  were  first  defined  in  the  Fpll  1976 


wave.  The  sampling  is  described  in  detail  in  Appendix  II, 
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1.  1  Definition  of  Propensity 

Respondents  were  asked  to  indicate  their  likelihood  of  serving  on 
active  duty  in  the  Air  Force,  A  rmy,  Marine  Corps,  and  Navy,  as  well  as 
the  National  Guard,  Reserves,  and  Coast  Guard.  A  four-point  scale 
was  used  to  measure  likelihood:  "definitely",  "probably",  "probably  not", 
and  "definitely  not"  (Question  5a  Appendix).  Positive  propensity  has  been 
operationally  defined  as  a  response  of  either  "definitely"  or  "probably 
would  serve".  Negative  propensity  is  defined  as  a  response  of  "probably 
not",  "definitely  not",  or  "don't  know/no  answer". 

1 . 2  Adjustment  in  Propensity 

In  the  interest  of  broadening  the  ability  of  the  Tracking  Study  to 
assess  advertising  effectiveness,  an  item  measuring  "top-of-mind" 
awareness  of  the  military  services  was  added  to  the  Spring  1977  survey. 

It  is  anticipated  that  this  measure  will  continue  to  be  part  of  the  survey 
instrument  on  later  waves.  For  a  measure  of  this  type  of  awareness  to 
be  useful,  it  must  be  taken  before  any  military  services  are  mentioned 
by  name  by  the  interviewer.  Accordingly,  in  the  Spring  1977  survey 
"top-of-mind"  awareness  was  asked  early  in  the  interview  (Question  4a) 
following  a  question  of  near-term  occupational  plans  (Question  3i)  and 
just  prior  to  asking  propensity  toward  the  individual  services  (Question 
5a). 

The  introduction  of  this  awareness  measure  inflated  the  level 
of  reported  propensity  in  the  Spring  1977  survey.  In  order  that  the  data 
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be  comparable  to  those  of  previous  waves,  an  adjustment  has  been  made  to 
the  earlier  propensity  rates.  Tt  is  based  on  the  statistical  relationship  be¬ 
tween  spontaneously  mentioned  plans  for  a  military  career  (Question  3i)  and 
propensity  (Question  5a).  The  details  of  this  adjustment  are  explained  in 
detail  in  Appendix  IV. 
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1.  3  Changes  in  Propensity 

Positive  propensity  for  all  four  services  remained  unchanged  from 
Spring  1976.  While  propensity  figures  are  down,  these  declines  are  not 
statistically  significant.  The  findings  are  graphed  in  Figure  l.  1.  The  Marine 
Corps,  Navy,  and  A  r my  had  comparable  decreases;  -1.1.  -1.2,  and  -1.3 
percentage  points,  respectively.  Positive  propensity  for  the  Air  Force 
decreased  1.8  percentage  points.  As  a  percentage  of  the  Spring  1976  propen¬ 
sity  figure,  tlie  Air  Force  had  the  largest  decrease  (10.  3%)  followed  by  the 
Army  (9.9%),  the  Marine  Corps  (9.  3%)  and  the  Navy  (7.  3%). 

Tire  index  of  pro-military  attitude  has  been  another  measure  of 
propensity  for  enlistment.  This  index  is  derived  from  asking  respondents 
what  they  think  they  might  be  doing  during  the  next  few  years.  The  index 
is  a  net  measure  of  all  unaided  mentions  of  military  service  and  is  not 
inflated  by  the  introduction  of  the  new  question  on  "top-of-mind"  aware¬ 
ness.  The  index,  illustrated  in  Figure  1.2,  declined  significantly  from 
Spring  1  9 7 tj  (5.  7%  to  4.  5%).  In  all  four  waves,  the  index  lias  paralleled 
fluctuations  in  positive  propensity  toward  each  of  the  four  services. 
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FIGURE  1.1 


POSITIVE  PROPENSITY  TO  SERVE  IN  SPECIFIC  SERVICES 
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FIGURE  1.2 

VOLUNTARY  MENTIONS  OF  MILITARY  SERVICE 
AMONG  PLANS  FOR  THE  NEXT  FEW  YEARS 
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Table  1.  1  reviews  the  positive  propensity  figures  for  the  four 
services  recorded  in  each  of  the  waves  of  this  investigation.  Unaided  mention 
of  joining  the  military  (pro-military  index)  also  is  shown  for  each  wave. 


On  both  measures  there  is  a  definite  downward  trend 
over  the  four  waves  with  respect  to  intention  to  join  the  service.  Moreover, 
there  is  a  noticeable  seasonality  effect,  that  is,  fewer  people  in  the  Spring 
than  in  the  Fall  express  an  intention  to  pursue  a  military  career. 

All  in  all,  these  indices  of  propensity  to  serve  in  the  Armed  Services, 
seen  across  time,  suggest  that  it  is  becoming  increasingly  more  difficult 
to  attract  youth  into  the  all-volunteer  military. 
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TABLE  l.l 


POSITIVE  PROPENSITY  TO  SERVE  IN  SPECIFIC  SERVICES 
AND  UNAIDED  MENTION  OF  PLANS  TO  ENTER  THE  MILITARY 


Fall  '75 

Spring  1  70 

Fall  1 76 

Spring  '77 

% 

% 

% 

0' 

/O 

Air  Force 

20.  4 

17.  5 

17.  9 

15.  7 

Army 

18.  4 

13.  I 

14.  5 

11.8 

Marine  Corps 

14.  9 

11.8 

12.4 

10.  7 

Navy 

19.  6 

In.  4 

16.  5 

15.  2 

Unaided  Mention  of 

Plans  to  Enter  Military 
(Pro-Military  Index) 

8.  9 

5.7 

6.  2 

4.  5 

Base  (All  Respondents) 

(3176) 

(3001) 

(5475) 

(5520) 

Propensity  rates  for  the  first 
comparability  with  Spring  '77 
military  index  and  propensity 
procedure). 


three  waves  have  been  adjusted  upwards  4.  7%  for 
on  the  basis  of  the  relationship  between  the  pro- 
(see  Appendix  IV  for  the  detailed  adjustment 
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1.  4  Changes  in  Variables  Related  to  Propensity 

There  are  a  number  of  variables  that  have  historically  disc riminated 
between  positive  and  negative  propensity  groups.  These  variables  and  their 
Spring  1976  to  Spring  1977  changes  are  presented  in  Table  1. 2. 

1.  Recalled  recruiter  contact  (both  short-term  and  long-term) 
was  stable  from  Spring  1976  to  Spring  1977.  Recruiter 
contact  for  each  of  the  services  also  did  not  change. 

2.  The  incidence  of  talking  to  influential  people  about  enlistment 
did  not  change. 

3.  The  incidence  of  taking  a  military-sponsored  aptitude  ter^ 
in  high  school  did  not  change  significantly  from  Spring  to 
Spring. 

4.  The  pursuit  of  a  career,  whether  civilian  or  military,  invo),rc.s 
the  consideration  of  numerous  factors.  One  aspect  of  this 
decision-making  process  is  whether  certain  life  goals  can 

be  more  readily  achieved  in  the  military  or  in  civilian  life. 
During  the  past  year  the  military  strengthened  its  position  re¬ 
lative  to  civilian  life  with  regard  to  four  life  goal  perceptions 
and  lost  ground  with  respect  to  two  life  goal  perceptions. 
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TABLE  1.2 

CHANGES  IN  VARIABLES  RELATED  TO  PROPENSITY 


Spring 

Spring 

Statistically 

'  !* 

'77 

Change 

Significant 

ip 

7 

<r* 

cj 

Recruiter  Contact  (Ques.8a  &  9a) 

Past  5-6  months  -  any  service 

24.  3 

25.  9 

1.6 

No 

Ever  -  any  service 

47.  6 

49.  1 

1.  5 

No 

Ever  Contacted  By  (Ques.  9b) 

Air  Force  recruiter 

14.  8 

14.  8 

-- 

No 

Army  recruiter 

23.  1 

23.  1 

-- 

No 

Marine  Corps  recruiter 

14.2 

14.  5 

+  .  3 

No 

Navy  recruiter 

15.8 

14.4 

-1.4 

No 

Talked  About  Enlistment  With  (Qu.  8c) 

'•’riends  with  military  experience 

38.  8 

38.  6 

-  .  2 

No 

Parents 

35.  7 

34.  3 

-1.4 

No 

Teachers /Counselors 

12.  5 

12.8 

+  .3 

No 

Girl  Friend/Wife 

17.2 

17.  9 

+  .  7 

No 

Aptitude  Test  in  High  School  Bv  Armed 

Services  (Qu.  8c) 

Base 

17.4 

(3001) 

18.  3 

(5520) 

+  .9 

No 
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TABLE  1.2 
(Continued) 


t.ife  Goal  Achievement 

Civilian  Advantage  Over  Military  (Qu.  li) 

Job  Security 

Making  a  Lot  of  Money 

Developing  Potential 

Respect  of  Friends 

Working  for  a  Better  Society 

Personal  Freedom 
Doing  Challenging  Work 
Ability  to  Make  Own  Decisions 
Adventure  and  Excitement 
Helping  Other  People 
Learning  As  Much  As  One  Can 
Recognition  and  Status 

Base 

Scale : 

Military  -  much  more  likely 
Military  -  somewhat  more  likely 
Either  military  or  civilian 
Civilian  -  somewhat  more  likely 
Civilian  -  much  more  likely 


Spring 

'76 

Spring 

'77 

Change 

Statistically 

Significant 

% 

2.34 

2. SO 

+  .  16 

Yes 

3.84 

3.91 

+  .  07 

Yes 

2. 9b 

2.99 

t  .03 

No 

3.  04 

3.06 

+  .  02 

No 

3.02 

3.03 

+  .  01 

No 

4.20 

4.  09 

-  .  11 

Yes 

2.  87 

2.79 

-  .08 

Yes 

3.  90 

3.  84 

-  .  06 

Yes 

2.49 

2.43 

-  .  06 

Yes 

2.  98 

2.96 

-  .02 

No 

2.  94 

2.92 

-  .02 

No 

2. 86 

(3001) 

2.  87 

(5520) 

+  1 

+2 

+  3 

+4 

+  5 

-  .01 

No 

I 
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Relative  to  civilian  life,  the  military  lmprov-. 
personal  freedom,  doing  challenging  work,  a 
own  decisions  and  adventure  and  excitement. 


rega  rding 


bility  to  mak 


The  military  lost  ground  relative  to  civilian  life  in  terms 
of:  job  security  and  making  a  lot  of  money. 


» 

I 
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1 .  5  Key  Deniog  raphic  s 

Tables  1.3  -  1.5  profile  the  key  dernoe raphic s  of  the  Spring  1976 
and  Spring  1977  samples. 


•  Both  samples  are  identical  with  respect  to  age  and  race. 

As  in  previous  waves,  the  data  weighting  procedure,  ex¬ 
plained  in  Appendix  III,  eliminates  any  sampling  differences 
on  these  two  variables  by  balancing  the  results  of  each  wave 
to  known  "military  available"  statistics. 


•  A  higher  percentage  of  Spring  1977  respondents  is  employed. 

This  is  especially  true  with  respect  to  full  time  employment. 
As  a  result,  fewer  young  men  currently  are  looking  for  em¬ 
ployment. 


•  The  percentage  of  respondents  currently  attending  school 

dropped  from  Spring  to  Spring.  This  is  true  of  reported  high 
school,  vocational  school  and  college  attendance.  At  the 
same  time,  more  of  the  Spring  1977  respondents  have  gradu¬ 
ated  from  high  school.  These  findings  suggest  that  more 
young  men  are  pursuing  full-time  employment  following  high 


school  graduation. 
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TABLE  1.3 
ac;k  AND  RACE 


Age 


16 


1  7 


IS 

19 
Z  0 


Spring 
1  76 


Spring 

'77 


18.  4 
18.6 
1  7.  5 
lu.  7 
14.  8 
14.  1 


1  S.  5 

18.5 
17.  5 
Lo.  6 
14.  8 
14.  1 


P  ,u  e 


White 


Non-white 


11  efused 


8  5.2 


1  3.  4 


1 .  4 


85.  2 

1  3.  9 
.  9 


f>.ise  (All  Respondents) 


(  1001 


(5  520) 


TABLE  1.4 

EMPLOYMENT  STATUS 
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Spring  Spring 

'76  'll 

%  % 


Statistic  ;i  i 

Change  Signific  .3  nt 


Employed  (Qu,  3f,3g) 

56.  9 

60.  2 

+ 

3.  3 

Yes 

Lull  time 

29.  3 

32.  0 

f 

2.  7 

Y  e  h 

Part  time 

27.  7 

28.  0 

4 

.  3 

No 

Not  Employed  (Qu.  3h) 

43.  1 

39.  7 

3.  4 

Ye  s 

Looking  for  a  job 

28.  5 

27.  2 

- 

1.  3 

No 

Not  looking 

14.  1 

12.  2 

- 

1.  9 

Yes 

Not  specified 

.  5 

•  2 

- 

.  3 

No 

Base  (All  Respondents)  (3001)  (5520) 


TABLE  1.5 
SCHOOLING  STATUS 


Attending  School  (Qu.  3c) 

Spr  ing 
'76 

Spr  ing 
'll 

C hange 

Statistic  a  1 
Signifie  s  ,f 

<)’ 

04.  0 

bO.  0 

-  4. 

_0_ 

Ye  s 

In  high  school 

46.  9 

44.  3 

_  > 

b 

Yes 

In  vocational  school 

1.  9 

1.2 

- 

7 

Yes 

In  college 

1-L7 

12.7 

■> 

0 

Yes 

Not  spec  ified 

.  5 

1.  8 

-  I  . 

3 

Yes 

Not  Attending  Sc  hool  (Qu.  3d) 

in.  0 

40.  0 

4  4. 

_0 

Yes 

High  school  graduate 

27.  1 

29.  9 

+  2. 

8 

Yes 

Not  high  school  graduate 

8.  9 

10.  0 

4  1. 

1 

No 

Quality  Index  (Mean) 

6 , 4  3 

h.  29 

14 

Yes 

Base  (All  Respondents) 

(3001) 

(5520) 
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•  As  an  additional  means  of  demographically  profiling  the  sample, 

a  quality  index  is  computed  for  each  respondent.  This  index 
is  a  composite  measure  based  on  self-reported  grades,  number 
of  math  courses,  and  the  inclusion  of  science  courses  in  high 
school  curriculum.  Respondent  quality  declined  from  Spring 
1976  to  Spring  1977.  This  decline  was  statistically  significant. 
This  appears  to  reflect  a  significant  shift  in  the  mix  of  reported 
high  school  curricula  from  Spring  to  Spring.  Specifically,  fewer 
Spring  1977  respondents  report  being  in  (or  having  been  in)  a 
college  preparatory  program.  This  decline  is  offset  by  an  in¬ 
crease  in  respondents  who  reported  being  in  (or,  having  been  in) 
a  vocational  training  program.  These  data  are  presented  in  the 
tabulations:  Volume  II,  pages  153  to  158. 

The  completion  of  the  present  wave  provides  a  full  year  perspective  for 
both  the  Spring  and  Fall  sampling  periods.  In  past  reports,  it  was  suggested 
that  two  variables  --  full-time  employment  and  high  school  graduate /not  attending 
school  --  could  reasonably  explain  the  observed  shifts  in  propensity.  It  was 
reasoned  that  improvements  in  the  civilian  job  market  make  a  military  career 
less  attractive  to  a  young  man  for  whom  the  military  may  have  been  his  best  op¬ 
portunity  for  advancement  in  a  poor  economy.  The  Spring  1977  data  continue  to 
support  this  hypothesis. 

Propensity  is  examined  in  greater  detail  in  Section  V. 
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SECTION  II 


KEY  RESULTS  BY  TRACKING  AREA 
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SECTION  II 

Performance  Differences  By  Tracking  Areas 

The  interviewing  was  conducted  in  26  defined  geographical  areas  referred 
to  as  tracking  areas.  The  tracking  area  approach  localizes  the  information 
derived  from  this  investigation  and  thereby  makes  it  possible  for  the  individual 
service  recruiting  commands  to  receive  feedback  with  respect  to  their  perfor¬ 
mance  within  specific  geographic  areas. 

In  the  first  two  waves  of  this  study,  the  data  were  collected  and  reported 
in  terms  of  13  geographical  areas  and  the  balance  of  the  country.  Beginning 
with  the  Fall  1976  wave,  the  balance  of  the  country  was  divided  into  13  additional 
tracking  areas,  creating  26  tracking  areas  in  total. 

This  section  is  a  discussion  of  key  results  by  the  26  tracking  areas.  The 
data  are  examined  from  two  perspectives.  The  first  looks  at  whether  data  from 
individual  tracking  areas  differ  specifically  from  national  levels.  The  second 
focuses  on  Spring  to  Spring  changes  within  the  original  13  tracking  areas  relative 
to  corresponding  Spring  to  Spring  national  changes.  This  perspective  enables  us 
to  determine  whether  observed  changes  within  these  individual  tracking  areas 
are  unique  to  the  tracking  areas  or  merely  a  reflection  of  a  national  occurence. 
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An  example  of  computing  the  Spring  to  Spring  difference  in  a  particular 
tracking  area  relative  to  the  change  in  the  total  country  is  shown  below  using 
positive  propensity  to  serve  in  the  Army  in  metropolitan  Chicago  (one  of  the 
26  tracking  areas  in  this  study  and  one  of  the  original  13). 


Spring  '77 

Spring 

'76 

Difference 

CHICAGO 

8.  3% 

16. 

3% 

-8.  0% 

Total  U.  S. 

11.8% 

13. 

1% 

- 1  .  3% 

Net  Change 

(CHICAGO  Difference  minus 
total  U.  S.  Difference) 

-  6.7% 

This  exanple  indicates  that  the  change  in  Chicago  in  positive  propensity 
to  serve  in  the  A  rmy  was  o.  7  percentage  points  worse  than  the  corres¬ 
ponding  national  change.  When  this  -6.7%  change  is  tested  for  statistical 
significance,  it  is  shown  to  be  significant  at  the  95%  level  of  confidence. 
Relative  to  what  has  occured  nationally,  the  change  in  the  Army's  positive 
propensity  in  metropolitan  Chicago  is  significantly  less  favorable. 
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Table  2.  1  to  2.  13  summarize  the  key  tracking  area  data.  Interpre¬ 
tation  of  these  tables  has  been  facilitated  by  the  following  system  of  notation: 

•  Percentages  that  are  significantly  different  from  the  U.S. 
average  for  a  particular  service  are.  .  . 

•  CIRCLED  if  the  entry  is  lower  than  the  U.S.  average 

•  BOXED  if  the  entry  is  higher  than  the  U.S.  average 

Propensity  to  Serve 

The  key  measure  in  this  study  is  propensity  to  serve  in  the  A  rmed 
Forces.  As  in  past  reports,  the  reader  is  Cautioned  against  making  any  ab¬ 
solute  interpretations  of  the  propensity  data.  The  propensity  measure  is  an 
index  of  likelihood  of  entering  military  service.  Accordingly,  the  propensity 
data  should  be  interpreted  in  a  relative  sense  (e.g.  ,  the  indentification  of 
"high"  versus  "low"  tracking  areas).  There  are  various  factors  such  as 
time  of  entry,  enlisted  man  versus  officer  status,  and  the  rates  of  mental 
and  physical  qualification  that  enter  into  any  attempt  to  forecast  accessions. 

The  propensity  to  serve  scale  needs  to  be  calibrated  for  purposes 
of  forecasting  accessions  to  military  service.  Provision  has  been  made  to 
accomplish  the  necessary  calibration  by  determining  conversion  rates  to 
accessions  for  each  level  of  expressed  propensity  to  serve. 
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2.  I  Positive  Propensity  by  Tracking  Area 

Figures  2.1  -2.7  graphically  present  the  propensity  data  for  active 
duty  services  as  well  as  the  National  Guard,  Reserves  and  Coast  Guard. 

The  overall  rank  order  of  the  active  duty  services  based  on  expressed 
propensity  levels  has  remained  consistent  across  all  four  waves  of  this  study. 
Once  again,  the  Air  Force  is  highest  (15.  7%),  followed  closely  by  the  Navy 
(15.2%).  The  Army  (11.8%)  is  third  and  the  Marine  Corps  (10.7%)  fourth. 

The  propensity  to  serve  in  the  Reserves  is  16.6%  and  for  the  National 
Guard  the  figure  is  15.2%.  Respondents  who  expressed  positive  propensity 
to  serve  in  the  Reserve  Components  also  were  asked  which  branches  of  the 
Reserves  and  National  Guard  they  would  choose.  The  data  are  presented 
in  the  tabulations:  Volume  II,  pages  22  and  24;  and  Volume  V,  pages  22  and  24. 


Wise  N.  M.  /  Was 


POSITIVE  PROPENSITY  LEVELS  BY  [RACKING  AREA 
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6^  C/3 


I 


POSITIVE  PROPENSITY  LEVELS  BY  TRACKING  AREA 


Pafle  44 


Source:  Qu,  5a 

*  Differs  s is n i fican t Iv  from  the  total 


cons  id  e  r  se  r v 


/Wash  /  K .  C 
Oreg.  Okla 


POSITIVE  PROPENSITY  LEVELS  BY  TRACKING  AREA 


'lurct*:  Qu.  5a 

Differs  significantly  from  the  total  U 
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Table  2.  1  summarizes  the  propensity  data  for  each  of  the  services  within 
each  of  the  26  tracking  areas.  Relative  to  national  averages,  the  following  ex¬ 
ceptions  occur: 

1.  The  propensity  to  serve  in  the  Air  F orce  is  below  the  U.S.  average 
of  15.  7%  in  these  tracking  areas:  Michigan/Indiana  (11.  5%), 

Chicago  (9.  2%),  M  innesota /Nebraska/North  Dakota/South  Dakota 
(11.7%),  Philadelphia  (9.0%),  and  Wisconsin  (11,2%).  Only  one 
tracking  area  --  New  Mexico/Colorado  (22.4%)  is  above  the  national 
average. 

2.  The  Army  has  equal  strength  across  all  but  four  tracking  areas. 
Southern  California  (7.9%)  and  Kansas  City /Oklahoma  (7.  4%)  are 
below  the  national  average  of  11.8%.  South  Carolina/Georgia 
(17.6%)  and  Now  Orleans  (17.2%)  are  above  this  U.S.  average. 

3.  The  overall  propensity  to  serve  in  the  Marine  Corps  ia  10.  7%. 

Two  tracking  areas  deviate  from  this  average.  These  are  South¬ 
ern  California  (0.7%)  and  Wisconsin  (6.9%). 


rAbl.E  2.1  cosmvi  propensity  io  serve  in  military  services 


POSITIVE  PROPENSITY  TO. SERVE  IN  MILITARY  SERVICES 
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4.  Three  tracking  areas  deviate  from  the  Navy's  national  average  of 
15.2%.  These  are  Ohio  (9.  9%)  and  Wisconsin  (6.  9%)  which  fall 
below  the  national  average  and  Alabama /Mississippi/Tennessee 
(20.  9%)  which  is  significantly  above  the  U,S.  average. 

5.  The  National  Guard  with  a  total  U.  S.  average  of  15.  2%  is  signifi¬ 
cantly  below  average  in  Ohio  (10.  8%),  Chicago  (9.  3%),  Southern 
California  (8. 4%),  Northern  California  (8.5%),  and  Philadelphia 
(8.2%),  R ichmond/North  Carolina  (2 1.  2%),  South  Carolina/ 
Georgia  (21.0%),  and  Arkansas  (21.3%)  are  all  above  the  U.S. 
average. 

6.  The  propensity  to  serve  in  the  Reserves  is  16.6%,  Albany/ 
Buffalo  (12.  0%),  Ohio  (11.5%),  Chicago  (10.9%1,  Southern 
California  (10.9%),  and  Philadelphia  (11.9%)  are  below  average. 
Two  tracking  areas  are  above  the  U.S.  average.  These  are 
Harrisburg  (23.3%)  and  Florida  (2%  0%). 

7.  T  he  propensity  to  serve  in  the  C  oas  t  G  ita  rd  is  relatively  low 

in  Ohio  (6.4%),  Chicago  (7.8%),  Wisconsin  (4.2%),  and  Kansas 


C  i  t  y  /  O  k  la  h  o  t  na  ( 5 .  7% ) . 
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An  analysis  of  propensity  changes  by  tracking  area  between  Spring 
1976  and  Spring  1977  reveals  a  number  of  shifts  that  differ  significantly  from 
the  corresponding  Spring  to  Spring  national  changes  in  propensity.  Six  of 
these  shifts  have  occured  in  metropolitan  New  York  City  where  all  but  the  Army 
have  appeared  to  experience  significant  increases  in  propensity  during  the  last 
year.  These  shifts  may  be  explained,  in  part,  by  the  fact  that  beginning  with  the 
Fall  1976  wave  a  new  sampling  procedure  was  used  in  the  New  York  City  track¬ 
ing  area.  Spring  to  Spring  shifts  in  propensity  .%-i'f.iin  this  tracking  area  may  be 
a  function  of  these  demographic  changes.  With  respect  to  other  tracking  areas, 
the  Air  Force  gained  ground  in  Washington,  D.C,  ,  while  the  Army  lost  ground 
in  Chicago  and  Southern  California.  The  National  Guard  experienced  a  signi¬ 
ficant  drop  in  propensity  in  the  Ohio  tracking  area.  (Note:  The  gain  or  decline 
shown  in  the  second  line  of  each  row  in  Table  2.  1  is  the  net  difference  after 
subtracting  the  national  Spring  to  Spring  shift  from  the  tracking  area  Spring  to 
Spring  shift,  illustrated  on  page  38.  ) 
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These  data  indicate  that  several  tracking  areas  are  relatively 
weak  with  respect  to  propensity  to  join  any  of  the  military  services.  These 
areas  a  re  Ohio,  Chicago,  Southe rn  California ,  Philadelphia,  and  Wisconsin. 
On  the  other  hand,  the  military  tends  to  have  particular  appeal  in  southern 
tracking  areas.  These  observed  differences  among  tracking  areas  as  well 
as  differences  within  tracking  areas  from  Spring  to  Spring  can  be  the 
result  of  such  factors  ae  demographies,  economics,  and  military  recruiting 
efforts.  Variables  that  are  believed  to  influence  propensity  are  examined 
in  detail  in  Sections  IV  and  V. 

Z .  Z  Two  Factors  Mediating  Between.  Expressed  Propensity  and  Enlist >■ 

'  no  nt 

Two  important,  mediating  factors  between  expressed  propensity  to 
serve  in  the  military  and  actual  enlistment  are  expected  time  of  entry  and 
whether  the  young  man  will  enter  as  an  enlisted  man  or  as  an  officer.  Both 
factors  add  further  meaning  to  the  propensity  measure.  A  discussion  of 
these  two  factors  follows. 
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2.2.1  Expected  Time  of  Entry  Into  Military  Service 

There  appears  to  be  a  downward  trend  with  respect  to  when  a  positive 
propensity  man  expects  to  enter  the  active  duty  services.  Near-term  enlistment 
intent  has  dropped  from  a  high  of  36%  in  Fall  1975  to  around  30%  in  both  Spring 
1976  and  Fall  1976  to  the  present  level  of  28%.  The  percentages  of  positive  pro¬ 
pensity  men  who  say  they  w  ill  enter  the  service  within  the  near  future  (within 
two  years),  or  within  the  more  distant  future  (mort  than  two  years),  or  who  say 
they  do  net  know  when  they  will  enlist  have  not  changed  from  Spring  to  Spring. 

If  near-term  enlistment  intent  is  broken  down  into  its  components  (i.  e.  ,  within 
six  months,  between  six  months  and  one  year,  more  than  one  year  but  less  than 
two  years),  however,  a  significant  shift  in  enlistment  intent  appears.  Positive 
propensity  for  men  who  say  they  will  join  the  service  within  six  months  changes 
from  8.5%  in  Spring  1976  to  5.9%  in  Spring  1977.  The  two  Spring  samples  do 
not  differ  with  respect  to  respondent  age.  As  a  result,  this  change  in  expected 
time  of  entry  should  be  interpreted  as  indicative  of  an  attitudinal  change. 

Hence,  propensity  to  enlist  in  the  active  duty  services  is  "softened"  somewhat 
by  a  postponement  in  the  intended  time  of  entry. 
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Respondents  with  positive  propensity  for  the  National  Guard/Reserves  also 
were  asked  when  they  expected  to  join  these  services.  Compared  to  the  Spring 
1976  wave,  near-term  enlistment  drops  significantly  {to  19.9%  from  26.  !%<. 

This  decline  is  offset  by  an  increase  in  positive  propensity  respondents  who  say 
that  they  do  not  know  when  they  will  enlist  (to  46.  4%,  from  IS.  4%d .  Cotv.ua red  to 
the  previous  Fall  197 6  wave,  however,  respondents  are  more  certain  about  when 
they  will  join  the  Reserve  Components.  Both  near-term  and  long-term  enlist  ¬ 
ment  intent  increase  significantly  from  Fall  1976  to  Spring  197  <. 

As  Table  2.  2  chows,  there  are  several  significant  differences  in  the  data 
across  tracking  areas.  Alabama /Mississippi /Tennessee  and  Oes  Moines  are 
below  the  U.  *5.  average  with  respect  to  enlisting  in  the  active  duty  services  with¬ 
in  two  years.  Southern  California  is  below  average  with  respect  to  long-term 
enlistment,  while  Des  Moines  is  above  average.  Both  Boston  and  Albany/ 

Buffalo  fall  below  the  U ,  S,  average  with  respect  to  being  uncertain  about,  time  of 
entry  into  the  service. 


Both  Richmond/North  Carolina  and  Kentucky  have  a  below-average  percent 
of  positive  propensity  youth  who  expect  to  join  the  Reserve  Components  within 
two  years.  The  proportion  of  positive  youth  in  Southern  California  who  intend  to 
join  the  National  Guard/Reserves  in  two  or  more  years  is  significantly  below  the 
U.S.  average.  Uncertainty  about  enlistment  intent  is  below  average  in  Boston 
and  above  average  in  Albany /Buffalo. 
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A  s  stated  in  past  reports  of  this  study,  any  attempts  to  forecast  rates 
of  accession  must  consider  several  factors.  These  are  regional  differences  that 
occur  for  both  positive  and  negative  propensity,  expected  time  of  entry,  and 
mental  and  physical  disqualification  rates. 

L.  1.  Z  Officer  Versus  Enlisted  Entry  Expectations 

Table  Z.  3  shows  the  data  for  officer  versus  enlisted  entry  expectations. 
As  l he  table  mdicat.es,  of  positive  propensity  youth  expect  to  enter  the 

military  as  enlisted  men.  This  is  a  decline  from  the  Spring  1976  figure,  of 
73.  Tl'n,  The  percent  of  those  with  positive  propensity  wiio  expect  to  enter  the 
service  as  officers,  however,  remains  unchanged.  The  balance  of  respondents 
(5.7%,  not  shown  in  the  Table)  do  not  know  whether  they  would  enter  as  enlisted 
men  or  as  officers.  On  a  total  U.S.  basis,  the  data  do  not  show  any  shift  from 
the  previous  Fall  1976  wave. 

Now  York  City  and  Pittsburg  have  the  lowest  percentage  of  positive, 
propensity  youth  who  expect  to  enter  the  military  as  enlisted  men.  .lust  the 
opposite  i  t  true  ot  Ohio  and  Dos  Moines.  With  respect  to  expectations  to 
become  military  officers,  Michigan/Indiana  and  Des  Moines  are  below  the  national 
level ,  while  Now  York  City  is  above  this  average. 
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2 .  3  Academic  Achievemert  and  Derived  Quality  index 


A  young  recruit's  success  in  the  military  is  contingent,  in  part,  on  his 
mental  abilities.  As  in  past  waves  of  this  study,  the  relative  mental  quality  of 
positive  propensity  respondents  is  determined  by  asking  him  to  report  several 
areas  of  academic  information  --  high  school  grades,  high  school  education 
program,  mathematics  courses  taken  and  passed  in  high  school  ,  and  science 
courses  covering  electric  ity  and/or  electronics  taken  and  successfully  passed 
in  high  school,  A  quality  index  number  is  c  imputed  for  mu  h  re.sn  indent  based 
on  his  responses  to  these  questions.  High  .*-•<.  hool  education  program  (i.  e.  , 
college  preparatory,  commercial  business,  and  vocational)  is  not  used  in  de¬ 
veloping  this  index,  since  it  is  difficult  to  assign  scalar  values  to  this  factor. 
The  index  ranges  from  a  low  score  of  1  to  a  high  score  of  10.  1  able  2.4  ex¬ 

plains  the  derivation  of  the  quality  index. 


1  a  ble  2.4 


(High  School 

tirades) 

(Number  of  Math  Courses 
in  High  School ) 

(Sc  ie nee 

Courses  in 
School ) 

Value 

Value 

Value 

A 1  s  f.  1  i '  s 

None  1 

Yes 

2 

H's  k  C's 

C's  and  Helm.1 

Not  Spe<  itied 

) 

1 

0 

One  2 

Two  3 

Three  4 

Four  5 

No,  Not. 
Spec  ified 

1 

Not  Specified 


0 


MARKET  FACTS 


Page  63 


The  quality  index  data  are  reported  in  Table  2.  5.  The  national  quality  index 
value  is  o.29,  down  significantly  from  Spring  197<>  (6.41)  and  from  Fall  1976 
(b.  Jo).  Levels  of  quality  index  show  a  regional  pattern.  Quality  index  values  are 
below  average  in  several  southern  tracking  areas:  Florida,  Alabama /M  issis  sippi/ 
Tennessee,  Kichmond/North  Carolina,  New  Orleans,  and  Kentucky.  On  the  other 
hand,  quality  index  values  are  above  the  U.S,  average  in  these  eastern  tracking 
areas:  New  York  City,  Albany /Buffalo,  Washington,  I).  C.  ,  and  Boston.  The 
quality  index  value  in  Southern  California  increased  significantly  from  Spring  to 
Spring.  New  York  City  declined  significantly  on  this  measure  during  this  time 
period.  This  decline  is  believed  to  be  a  reflection  in  the  change  in  sampling  pro¬ 
cedure  in  this  tracking  area. 

As  Table  2.4  shows,  the  number  of  math  courses  taken  and  passed  is  an  im¬ 
portant  component  of  the  quality  index.  Table  2.  6  shows  that  east  coast  tracking 
areas  are  superior  to  other  areas  in  terms  of  the  number  of  math  courses  re¬ 
ported  taken  and  passed.  Just  the  opposite  is  true  of  southern  tracking  areas. 

While  tiie  high  school  curriculum  does  not  figure  directly  into  the  derivation 
of  the  quality  index,  it  contributes  to  an  understanding  of  the  propensity  measure. 
For  example,  young  men  enrolled  in  college  preparatory  courses  are  probably 
less  likely  than  the  average  high  school  student  to  be  inclined  to  pursue  a  mili¬ 
tary  career,  since  students  who  have  actually  attended  college  are  known  to  be 
disinclined  toward  enlistment  (see  Table  5.2,  page  139). 


MARKET  FACTS 

Page  64 

Table  2.  7  shows  that  the  26  tracking  areas  differ  widely  with  respect  to  high 
school  education  programs.  Respondents  in  the  east  coast  tracking  areas  and 
in  Southern  California  are  more  likely  than  their  counte rparts  in  other  areas  of 
the  country  to  have  had  a  college  preparatory  program  in  high  school.  Respon¬ 
dents  in  the  midwest  and  in  at  least  one  southern  tracking  area  are  more  likely 
to  have  had  a  vocational  program. 

A  more  detailed  documentation  of  academic  achievement,  including  quality 
index  values,  is  available  in  Vol,  2,  pages  153  to  158  of  the  supplementary  do- 


respondent  quality 


page  L5 


TABLE  2.5  RESPONDENT  QUALITY  INDEX 


P*g«  66 


TABLE  l.l  HIGH  SCHOOL  EDUCATION  PROGRAM 
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Z .  4  Recalled  Recruiter  Contact 

Table  Z.  8  shows  the  level  of  recalled  recent  recruiter  contact  (past  5 
to  6  months')  for  the  total  national  sample  and  for  each  of  the  26  tracking  areas. 
Nationally,  25.9%  of  the  sample  report  having  had  contac  t  with  a  military  re¬ 
cruiter  within  the  past  five  to  six  months.  New  York  City  and  Boston  fall  below 
this  national  average.  Des  Moines,  Wisconsin  and  Kansas  C ity /Oklahoma  are 
significantly  above  the  average.  There  are  no  significant  Spring  to  Spring 
changes  in  this  measure  relative  to  national  changes. 
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2 .  5  Adequacy  of  Information  Heceived  From  tin:  Recruiter 

Table  2.9  shows  the  percent  of  respondents  who  felt  that  they 
received  inadequate  information  Irom  the  various  services.  As  in  the  past, 
adequacy  of  information  is  defined  in  quantitative  terms.  Specifically, 
each  respondent  who  reported  having  had  recruiter  <.  ontact  was  asked 
whether  lie  felt  that  the  information  provided  was . 

•  All  the  information  you  wanted 

•  M  >st  of  ,i 

•  \  e  r  V  little 

Inadequate  in  for  mat  io:,  v,.ts  defined  by  i  respoi  se  of  '  ve  rv  1  i>  t  !«• 


O  r.  a  na  t  1  r .  i  ,a  1  h  i  .  .  s 
well.  At  wors* .  or.  1\  me  -  ,  r 
did  tv -  t  provide  «.•  n  •  uuh  1  :  to  a'  i  a  . 

*  h'.‘  other  three  servo  es  in  ‘hi-  ivi:  i  rd. 


i)  I  1"  r  -H  'lie  dll!  V  servo  es  do  rea  S  •  U'.il)  i  V 
>  res  pondcui!  s  ;eh  t  hat  the  om'.u  •  ine  scrvii  e. 

he  .a  '  1"  i  o  r  •  e  r 1  >e  s  s  !  i  h  t  i  V  h,  Her  1  lull': 


With  respect  to  ■  a  I  !  s  '  ■  r  i  1  e  ,  the  !  >  1  1  J\>.  i  >1  e  condo.* 


d  r  a  w 


r  a  w  n : 


he  A  :  1*  I'  .  rce  rl , 


m  s  i  s  le  ii '  1  \  well  m  every  tracK.ii'. 


area  and  espe.  i.illv  V.  e  I  1  o'  the  A  .1 1  )a  11  l.l  / \1  i  s  s  i  s  s  I  p  p  1 
I  ■  Ml  IV  S  see  t  C.l  C  ■■  M  :  a 


area.  C)o  a  Suriiie  to  Snrine  has  is, 
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2.  (■>  Other  Activities  Concerning  Enlistment 

'1  tie  study  has  examined  in  all  four  waves  various  behaviors  related 
to  seeking  information  about  the  military.  Each  respondent  is  asked  whether 
or  not  he  has  undertaken  a  series  of  information  seeking  activities  during  the 
last  six  months.  The  data  are  summarized  in  Table  2.  10  in  terms  of  the 
percent  of  youth  who  say  that  they  have  undertaken  a  particular  activity. 

Enlistment-oriented  activities  are  presented  below  in  descending 
urder  of  mention  for  the  total  U.S.  sample.  There  have  been  no  majot 
shifts  in  these  behaviors  since  the  first  wave  of  the  study. 


•  Talked  with  friends  in  or  out  of  service 

•  Talked  with  one  or  both  parents 

•  Taken  aptitude  test  in  high  school  given  by 

Armed  Services 

•  Talked  with  wife /gi  rlfriond 

•  Talked  with  leather  or  guidance  counselor 

•  Asked  for  information  by  mail 

•  Physically  or  mentally  tested  at  military 

examining  station 

•  Made  toll-free  call  to  get  informati  m 


38.  6% 
34.  3°‘, 

18.  3% 
1  7.  7% 
.!  2 .  H'% 
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There  are  some  differences  across  tracking  areas  with  respect 
to  seeking  information  about  the  military.  New  York  respondents  were 
somewhat  less  likely  than  youth  in  other  areas  of  the  country  to  seek  in¬ 
formation  about  enlistment.  On  the  other  hand,  Florida  youth  were  some¬ 
what  more  likely  to  have  sought  information. 

On  a  Spring  to  Spring  basis,  New  York  City  increased  in  vir¬ 
tually  every  area.  This  may  reflect  the  change  in  the  sampling  procedure 
in  this  tracking  area.  A  lbany /B uffalo  increased  in  one  area:  talked  with 
teacher  or  guidance  counselor.  Florida  increased  significantly  in  three 
areas:  talked  with  friends  in  or  out  of  service,  talked  with  teacher  or 
guidance  counselor,  and  physically  or  mentally  tested  at  military  examining 
station.  A  labama/Mississippi/T ennessee  dropped  significantly  in  one  area: 
talked  with  one  or  both  parents.  M  iohigan/Indiana  experienced  a  significant 
Spring-to-Spring  increase  wun  respect  to  talked  with  w  i  fe /gi  r  If  r  lend. 
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2.  7  Knowledge  of  Monthly  Enlisted  Starting  Pay 

Respondents  in  each  wave  of  the  study  have  been  asked  to  provide 
unaided  their  best  estimates  of  monthly  enlisted  starting  pay  before  taxes. 
For  tabulation  purposes,  the  estimates  of  starting  pay  are  coded  by  $50  in¬ 
tervals. 


Estimates  of  monthly  starting  pay  are  presented  in  Table  2.  11 
in  terms  of  the  percentage  of  respondents  who  were  not  able  to  make  an  es¬ 
timate  and  the  mean  monthly  dollar  value  of  starting  pay  for  those  respon¬ 
dents  who  made  an  estimate. 

The  percentage  of  respondents  who  could  not  make  an  estimate  is 
49.6%  for  the  nation  as  a  whole.  This  figure  is  significantly  higher  than  the 
corresponding  figures  for  the  three  preceding  waves:  41.6%  (Fall  1975), 
46.4%  (Spring  1976).  and  43.  9%  (Fall  1976).  The  proportion  of  respondents 
not  able  to  make  an  estimate  is  particularly  low  in  Ohio. 

The  average  estimate  of  starting  pay  for  the  total  U.S.  sample  is 
$381,  very  close  to  the  actual  figure  of  $374.  Twelve  of  the  26  tracking 
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areas  ranged  from  $12  to  $53  above  the  U.S.  average  and  nine  of  the  areas 
ranged  from  $7  to  $56  below  the  U.S.  average.  The  latter  tracking  areas  repre¬ 
sent  geographical  areas  in  whic h  marketing  communications  could  be  implemented 
to  alter  perceptions  of  monthly  enlisted  starting  pay.  Only  five  tracking  areas 
are  on  par  with  the  U.S.  average.  These  are  Chicago,  Washington,  D.C.  , 
Richmond/North  Carolina,  Arkansas,  and  Kentucky. 


The  relationship  between  starting  pay  and  propensity  to  serve  is 


examined  in  more  detail  in  Section  IV. 


MARKET  FACTS 

Page  8b 


>w  s  Perceived  Difficulty  of  Obtaining  A  Full  Time  Job 

I.abor  market  factors  can  be  expected  to  have  an  effect  on  enlist¬ 
ment.  Unemployment  rates  typically  vary  from  region -to- region  and  for  men 
of  different  ares,  and  people’s  impressions  of  the  job  market  may  have,  a 
Creator  role  in  c  areer  choice  than  tin1  actual  labor  situation.  In  the  survey 
respondents  regularly  have  been  asked  how  difficult  they  felt  it  was  to  get 
a  full  time  job. 

fable  2.  1-  summarizes  young  men's  perceptions  of  the  market  for 
full  time  jobs.  Mat  i  or.wide ,  of  the  sample  felt  that  f  >r  a  person  their 

are  e  c  1 1  i  mt  a  full  time  job  in  their  area  was  very  diflit  ult  or  almost  i  m- 
p  s  ibie,  and  5  7.  7'i'o  felt  »  hat  it  was  somewhat  difficult  or  not  difficult  at  all. 
Mai.v  tracking  areas  depart  in  one  direction  or  the  other  [ruin  tin  national 
a  vc  races .  Generally,  those  areas  in  which  n  on-  respondents  felt  that  a  job 
was  "crv  I  i  ff  i  e '  i !  t  -  a  1 ;  n  os  ‘  impossible'  to  get  a  re  located  in  eastern  or  mid- 
western  urban  re  cions,  e.g.  ,  New  York  City,  A  Ibany /Buffalo,  Harrisburg. 
Ohio.  In  Dos  Moines,  Wisconsin,  Washing!  on  /Oregon,  and  Kansas  City/ 
Oklahoma,  more  individuals  fell  that  retting  a  lull  time  job  was  only  some¬ 
what  difficult  or  not  ditto  ul!  at  all. 
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SECTION  III  .  . 

T  rends  By  T  racking  A  rea 

This  section  examines  Spring  to  Spring  changes  within  tracking 
areas  with  respect  to  two  key  areas  of  interest:  positive  propensity  and 
recalled  recent  recruiter  contact.  In  Section  II  shifts  in  these  two  factors 
were  viewed  relative  to  national  changes.  In  this  section,  these  changes 
are  examined  exclusive  of  the  corresponding  national  changes. 

’  • 

3.  1  Changes  in  Propensity 

From  Spring  1976  to  Spring  1977  there  have  been  very  few 
significant  changes  in  propensity  within  tracking  areas.  Tables  3.  1  to 
3.4  present  the  Spring  1976  and  Spring  1977  propensity  figures  for  each 
of  the  original  13  tracking  areas  with  respect  to  each  service. 
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following  observations  can  be  made  from  Tables  3.  1  to  3.4. 

Positive  propensity  for  the  Air  Force  increased  significantly 
from  Spring  1  976  to  Spring  1977  in  New  Y  ork  C  ity  and 
declined  significantly  in  Texas.  The  increase  in  New  York 
City  may  reflect  the  difference  in  sampling  between  the 
two  waves.  This  difference  was  discussed  in  Section  II. 

2.  The  proportion  of  young  men  who  indicated  that  they  would 
be  likely  to  join  the  Army  dropped  significantly  in  Chicago 
and  Southern  California, 

3.  Positive  propensity  for  the  Marine  Corps  remained  unchanged 
in  each  of  the  original  13  tracking  areas  from  Spring  1976 

to  Spring  1977. 

4.  Positive  propensity  for  the  Navy  increased  significantly 
in  New  York  City.  As  tn  the  case  of  the  Air  Force,  this 
may  reflect  the  change  in  the  sampling  procedure  in  this 
tracking  area.  During  the  same  time  period,  the  Navy 


The 

1. 


lost  ground  in  Ohio. 
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TABLE  3.  1 

CHANGE  IN  POSITIVE  PROPENSITY 
FOR  THE  AIR  FORCE 
BY  TRACKING  AREA 


Spring  '76 

% 

Spring  '77 

JL 

Change 

Statistically 

Significant 

New  York  C  ity 

10.  3 

20.  3 

+  10.  7 

Yes 

Albany  /  Buffalo 

In.  7 

14.  3 

-  2.4 

No 

Harris  bu  r  g 

16.4 

14.  8 

-  1.6 

No 

Washington,  D.  C. 

14.  7 

21.  3 

+  6.6 

No 

Florida 

18.  8 

19.  9 

+  l.  1 

No 

Alabama/M  ississippi 

22. 0 

19.  3 

-  2.7 

No 

Ohio 

17.  8 

14.  1 

-  3.7 

No 

M  ich  igan  /Indiana 

15.4 

11.  5 

-  3.9 

No 

Chicago 

12.  4 

9.  2 

-  3.2 

No 

M  inne  sola  /  Nebraska  / 
North  Dakota/ 

South  Dakota 

14.  1 

11.7 

-  2.4 

No 

Texas 

22.  9 

14.  3 

-  8.  6 

Yes 

Southern  California 

20.  3 

16.  5 

-  3.8 

No 

Northern  California 

16.  9 

16,  6 

-  .  3 

No 

___ ) 
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TABLE  3.2 

CHANGE  IN  POSITIVE  PROPENSITY 
FOR  THE  ARMY 
BY  TRACKING  AREA 


New  York  City 

Spring  '76 

Jk. 

8.  2 

Spring  '77 

% 

10.  8 

Change 

+2.  6 

Statistically 

Significant 

No 

Albany  /  Buffalo 

10.  1 

10.  8 

+  .  6 

No 

Harrisburg 

14.  0 

13.  7 

-  .3 

No 

Washington,  D.C. 

'4.  3 

14.  5 

+  .2 

No 

Florida 

15.7 

14.7 

-1.  0 

No 

Alabama /M  ississippi 

21.5 

14.  1 

-7.4 

No 

Ohio 

11.9 

11.2 

-  .7 

No 

M  ichigan /Indiana 

12.  8 

9.  3 

-3.  5 

No 

Chicago 

16.  3 

8.  3 

-8.  0 

Yes 

Minnesota  /Nebraska/ 
North  Dakota/ 

South  Dakota 

13.  2 

10.  2 

-3.  0 

No 

Texas 

17.  1 

12.6 

-4.5 

No 

Southern  California 

15.4 

7.  9 

-7.  5 

Yes 

Northern  California 

10.  7 

9.  7 

-1.0 

No 
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TABLE  3.  3 

CHANGE  IN  POSITIVE  PROPENSITY 
FOR  THE  MARINE  CORPS 
BY  TRACKING  AREA 


Statistically 


New  York  City 

Spring  '76 

jL 

7. 3 

Spring  '77 

JL 

11. 1 

Change 

+3.  8 

Significant 

No 

Albany /Buffalo 

9. 7 

8.  8 

-  .9 

No 

Harrisburg 

10. 7 

13.  8 

+3.  1 

No 

Washington,  D.C. 

12. 1 

12.  6 

+  .  5 

No 

Florida 

14.  5 

11.  5 

-3.0 

No 

Alabama /M  ississippi 

13.4 

14.  3 

+  .9 

No 

Ohio 

11.9 

9.0 

-2.9 

No 

M  ichigan/Indiana 

14.  1 

9.5 

-4.  6 

No 

Chicago 

9.4 

8.  1 

-1.3 

No 

M  inne  sota  /Nebraska  / 
North  Dakota/ 

South  Dakota 

9.6 

8.  2 

-1.4 

No 

Texas 

18.  8 

15.  2 

-3.  6 

No 

Southern  California 

12.  5 

6.  7 

-5.  8 

No 

Northern  California 

10.  1 

8.  0 

-2.  1 

No 
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TABLE  3.4 

CHANGE  IN  POSITIVE  PROPENSITY 
FOR  THE  NAVY 
BY  TRACKING  AREA 


Statistically 


New  York  City 

Spring  '76 

9.  1 

Spring  '77 

JL 

19.  1 

Change 

+  10.  0 

Significant 

Yes 

Albany  /Buffalo 

11.8 

16.  0 

4.  2 

No 

Harrisburg 

19.  5 

16.  0 

-  3.  5 

No 

Washington,  D.  C. 

15.4 

17.o 

2.  2 

No 

Florida 

19.0 

14.  7 

-  4.3 

No 

Alabama  /M  i  s  s  i  s  s  ipp  i 

18.  9 

20.  9 

+  2.0 

No 

Ohio 

18.4 

9.9 

-  8.5 

Yes 

Michigan /Indiana 

18.0 

11.  1 

-  6.9 

No 

Chicago 

12.  9 

13.  0 

+  .  1 

No 

M  innesota/Nebraska/ 
North  Dakota/ 

South  Dakota 

11.7 

11.4 

-  .  3 

No 

Texas 

22.  1 

14.  5 

-  7.6 

No 

Southern  California 

17.  8 

18.  5 

+  .7 

No 

Northern  California 

14.  0 

17.  7 

+  3.7 

No 
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3.  2  Recent  Recruiter  Contact 

As  Table  3.5  indicates,  the  proportion  of  young  men  who  recall 
having  had  recruiter  contact  within  the  past  five  to  six  months  did  not 
change  within  any  of  the  13  tracking  areas  from  Spring  1976  to  Spring  1977. 
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TABLE  3.5 


CHANGE 

New  York  City 

IN  RECENT  RECRUITER  CONTACT 

BY  TRACKING  AREA 

Soring  '76  Soring  'll  Change 

JL  JL 

13.4  20.1  +6.7 

Statistically 

Significant 

No 

Albany /Buffalo 

22.  5 

27.  8 

+  5.  3 

No 

Harrisburg 

22.  5 

22.  7 

+  .2 

No 

Washington,  D.C. 

24.  5 

27.  3 

+2.  8 

No 

Florida 

23.  0 

22.  2 

-  .8 

No 

Alabama  /M  is  s  is s  ippi 

27.2 

22.  7 

-4.  5 

No 

Ohio 

21.6 

23.  1 

+  1.5 

No 

M  ichigan/Indiana 

28.  8 

26.  9 

-1.9 

No 

Chicago 

27.  7 

29.  6 

+  1.9 

No 

N/!  innesota /Nebraska / 

North  Dakota/ 

South  Dakota 

27.  6 

27.  8 

+  .  1 

No 

Texas 

20.  6 

25.  4 

+4.  8 

No 

Southern  California 

2  3.  5 

24.  6 

+  1  .  1 

No 

Northern  California 

22.  <: 

25.  7 

+  3.  1 

No 

Source:  Qu.  8a 
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SECTION  IV 


JOB  ATTRIBUTES.  LIFE  GOALS, 
ADVERTISING  recall,  pay  AND  influences 
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SECTION  IV 

In  the  study  various  factors  are  assessed  which  may  affect  a 
young  man's  decision  to  join  the  military.  While  all  the  variables  are 
measured  in  terms  of  respondents’  perceptions,  some  tend  to  be  basi¬ 
cally  psychological,  i.  e.  an  individual's  life  goals,  and  the  importance 
of  various  job  attributes  in  deciding  upon  a  career.  Others  are  pro¬ 
ducts  of  military  information  programs,  namely,  knowledge  of  starting 
pay  in  the  military,  and  awareness  of  advertising  for  the  various  ser¬ 
vices.  A  third  set  of  factors  consists  of  important  persons  who  may 
influence  the  decision  to  enter  the  military. 

4 .  1  The  Importance  of  Job  Attributes 

Starting  in  Spring  197(>  respondents  have  been  asked  to  rate  the 
importance  of  II.  different  job  attribute*  The  following  3 -point  rating 
scale  has  been  used  each  year: 

1  -  Extremely  important 

Z  -  Very  important 

3  -  Fairly  important 

4  ~  Not  important  at  ail 

c 


Don't  know /No  answer 
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Table  4.  1  presents  the  average  ratings  of  the  job  attributes 
separately  for  individuals  with  positive  and  negative  propensity  for  oil 
four  active  duty  services  combined.  Both  groups  rate  all  the  attributes 
as  at  least  somewhat  important.  Consistent  with  the  findings  of  past 
years  the  most  important  attributes  include: 

Teaches  you  a  valuable  trade  or  skill 
Provides  good  benefits  for  you  and  your  family 
Gives  you  an  opportunity  to  better  your  life 
Gives  you  the  job  you  want 

The  job  attributes  rated  least  important  have  also  been  consistent 
over  the  past  three  surveys: 

Trains  you  for  leadership 

['as  other  men  you  would  like  to  work  with 
Allows  you  to  see  many  different  countries  of  the  world 
While  the  differences  between  the  individual  ratings  of  attributes  arc  often 
small  and  should  be  interpreted  cautiously,  the  relative  rank  of  the  attri¬ 
butes  has  been  notably  stable.  Most  young  men  seem  to  value  more 
highly  career-related  benefits  (learning  a  trade,  providing  for  family,  op¬ 
portunity  to  better  life)  than  the  personal  or  social  aspects  of  a  job  (leader¬ 
ship,  comradery,  travel). 
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TABLE  4.  1 

RELATIVE  IMPORTANCE  OF  JOB  ATTRIBUTES 
RELATED  TO  POSTIVE  AND  NEGATIVE  PROPENSITY  GROUPS 
ALL  FOUR  ACTIVE  DUTY  SERVICES  COMBINED* 


Positive 

Propensity 

Negative 

Propensity 

'ibnte : 

Average 

Im  portance 

Rank 

Average 

Importance 

Rank 

Teaches  you  a  valuable  trade 
or  shill 

1.  70 

1 

2.11 

l 

P r ov  idea  g o o ■  •  b «= u e t  i. i  «  for 
\/o i.i  a  Ct  d  v  o u  i'  1  a :  s  ty 

88 

7 

L> 

2.  08 

7 

Gives  you  an  oppo riur.Hv 
to  belit-r  v<>u  lite 

1.  no 

.*» 

2.  20 

8 

Gi'.'eS  you  '  ■' ■ '  !'-!'■  you  want 

1 .  9  i 

4 

?..  20 

10 

Is  a  •:  a  ree r  you  can  be  proud  ot 

i.  97 

5 

2.41 

6 

1  'a. y  s  -v eU  ! *  star'. 

2 ,  07 

6 

2.  27 

11 

Gives  you  a  job  Ashich  -s 
cha  ilenumg 

2.  11 

7 

2.  32 

5 

Helps  yc«.  p  ei  a  >.o’l e  education 
white  you  serve 

l.  1C 

8 

2.3  5 

4 

Trains  you  for  leadership 

2.2  3 

9 

2.  55 

3 

lias  other  men  you  v'ouid  like 

to  work  with 

2.  56 

10 

2.  81 

9 

Allows  you  to  see  many  different 
countries  of  the  world 

2.  87 

11 

2.  90 

2 

A  srr.aUer  value  means  greater  perceived  importance. 


Source:  Question  f>a. 
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Positive  propensity  and  negative  propensity  individuals  are 
largely  in  agreement  about  which  job  attributes  are  more  important.  How¬ 
ever,  some  differences  between  the  two  groups  are  noticeable.  The  positive 
propensity  group  felt,  that  every  attribute  was  more  important  on  the  average 
than  did  the  negative  propensity  group.  F'or  the  third  consecutive  wave, 
positive  propensity  individuals  rated  learning  a  trade  slightly  higher  than 
benefits  lor  self  or  family,  whereas,  on  each  survey,  the  negative  propen¬ 
sity  group  has  reversed  this  order.  Taking  pride  in  one's  career  has  also 
been  rated  as  more  important  by  positive  propensity  respondents  than  by- 
negative  propensity  persons  on  all  three  surveys.  Those  with  a  negative 
propensity  for  entering  the  military  have  consistently  valued  good  starting 
pay  more  highly. 

4 .  2  Rating  of  M  Hilary  on  Job  Aft ribut es 

Does  the  military  provide  an  opportunity  for  attaining  these  valued 
career  objectives  .’  Following  the  importance  ratings,  respondents  were 
asked  whether  these  job  attributes  characterised  any  military  service. 

The  young  men  in  the  sample  generally  felt  that  every  job  attribute 
could  be  found  in  the  military.  The  data  range  from  95  percent  of  the  re¬ 
spondents  in  the  positive  propensity  group  who  felt  that  the  military  teaches 
you  a  valuable  trade  or  ‘kill  to  58  percent  of  the  negative  propensity  re¬ 
spondents  who  believed  that  the  military  pays  well  to  start.  With  respect 
to  rank  ordering  of  the  attributes,  positive  propensity  respondents  differ 
from  negative  propensity  respondents  on  two  attributes:  "Is  a  career  you 
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can  be  proud  of  "  (ranked  higher  by  positive  propensity  respondents) 
"Helps  you  get  a  college  education  while  you  serve"  (ranked  lowe  r  by 
positive  propensity  respondents). 

Not  supr is ingly ,  a  greater  proportion  of  positive  propensity  than 
negative  propensity  men  felt  that  the  attributes  were  attainable  in  the 
Armed  Services.  The  data  are  presented  in  Table  4.2. 


I 

I 
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For  an  attribute  to  help  attract  prospects  to  eut-  u,  it  must  be 
both  important  and  perceived  as  attainable  in  the  military.  Hence,  an 
attribute's  rank  in  importance  and  rank  in  attainability,  considered  to¬ 
gether,  ynav  be  particularly  informative.  A  comparison  for  the  positive 
propensity  group  of  an  attribute's  rank  in  Table  4,  1  with  its  rank  in 
Table  4.2  is  illustrated  below.  Onls  two  ot  the  11  attributes  ranked  in 
the  top  half  in  importance  are  also  among  the  top  half  in  perceived  at¬ 
tainability  . 


Relatively  Fasy  Relatively  Hard 

To  Attain  To  Attain 


Leac  hes  \  alua  ble 

Good  benefits 

trade 

for  you  and  vour 
|  family 

Relatively 

Career  vou  can  l.»e 

' 

Impo  rtant 

proud  of 

Tob  you  want 

Opportunity  to 
better  your  life 

Cha  1  long  i ng  job 

Men  you  would 
like  to  work  with 

R  elatively 

Opportunity  to 

Less  [mportant 

travel 

i 

Pays  well  to 
s  ta  rt 

Trains  for 
leade  r  sh ip 

Helps  v  ou  get  a 
college  education 
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TABLE  4.  2 

ATTAINABILITY  OF  JOB  ATTRIBUTES  IN  THE  MILITARY 
RELATED  TO  POSITIVE  AND  NEGATIVE  PROPENSITY  GROUPS 
ALL  FOUR  ACTIVE  DUTY  SERVICES  COMBINED 


Positive 


Negative 


% 

Rank 

% 

Rank 

Attribute : 

Teaches  you  a  valuable  trade  or 
skill 

94.  9 

1 

89.  0 

1 

Is  a  career  you  can  be  proud  of 

93.  1 

2.  5 

K  1 ,  4 

6 

Allows  you  to  see  many  different 
countries  of  the  world 

93.  1 

2.  -> 

88.  o 

2 

Gives  you  a  job  which  is  challenging 

91.  8 

4 

82.  0 

5 

Trains  you  for  leadership 

90.  4 

=. 

83.  3 

3 

Gives  you  an  opportunity  to  better 
your  life 

89.  7 

6 

77.  4 

8 

Helps  you  get  a  college  education 
while  you  serve 

88.  I 

1 

83.  2 

4 

Provides  good  benetits  for  you  and 
your  family 

8b.  7 

8 

77.  7 

7 

Gives  you  the  job  you  want 

82.  4 

9 

0  5,  6 

10 

Has  other  men  you  would  like  to 
work  with 

81.  9 

10 

69.  7 

9 

Pays  well  to  start 

76.  3 

1 1 

58.  0 

U 

;  '  T:;.V  ^  r;'.. 


Source:  Question  bb. 
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"Teaches  you  a  valuable  trade  or  skill"  was  ranked  highest  in 
importance  and  attainability.  Clearly  this  dimension  is  a  strong  point 
in  the  military  recruiting  effort.  However,  three  important  attributes 
--  "Gives  you  the  job  you  want,"  "Opportunity  to  better  your  life," 
"Good  benefits  for  you  and  your  family"  --  were  viewed  as  relatively 
hard  to  attain  in  the  military.  These  areas  represent  recruiting  op¬ 
portunities  . 

This  pattern  in  the  evaluation  of  job  attributes  among  positive 
propensity  youth  has  now  appeared  in  the  surveys  of  Spring  and  Fall 
1976  and  Spring  1977. 


The  same  job  attribute  analysis  appears  below  for  negative  pro¬ 
pensity  respondents.  Only  one  of  the  11  attributes  is  ranked  high  on 
both  importance  and  perceived  attainability  in  the  military  --  "Teaches 
vou  a  valuable  trade  or  skill.  " 


Relatively  Easy  Relatively  Hard 

To  Attain  To  Attain 


Teaches  valuable  trade 

Good  benefits  for  you 
and  your  family 

R  elatively 

Job  you  want 

Impo  rtant 

Opportunity  to  better 
your  life 

Pays  well  to  start 

Challenging  job 

Men  you  would  like  to 

Relatively 

Opportunity  to  travel 

work  with 

Less  Important 

Trains  for  leadership 

Career  you  can  be 
proud  of 

Helps  you  get  a  college 
education 
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The  pattern  in  the  evaluation  of  job  attributes  among  negative 
propensity  respondents  is  comparable  to  that  of  their  positive  propensity 
counterparts,  but  with  several  exceptions.  Both  propensity  groups  per¬ 
ceive  "Pays  well  to  start"  to  be  relatively  hard  to  attain  in  the  military. 
However,  the  negative  propensity  respondents  attach  more  importance  to 
pay'  than  do  positive  propensity  youth.  Both  groups  attach  relatively  lower 
value  to  "Helps  you  get  a  college  education",  but  differ  in  their  percep¬ 
tions  of  its  attainability  in  the  military.  Finally,  in  sharp  contrast  to 
positive  propensity  respondents,  negative  propensity  youth  ranked  "Is  a. 
career  you  can  be  proud  of"  both  low  in  importance  and  perceived 


attainability. 
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4.  3  Ratings  of  Specific  Services 

Respondents  also  rated  each  job  attribute  in  terms  of  the 
specific  service  which  most  characterized  it.  This  evaluation 
shows  the  image  each  service  has  for  young  American  men. 

From  the  display  in  Table  4.  3  it  is  apparent  that  particular 
job  attributes  are  not  exclusively  associated  with  individual  ser¬ 
vices.  In  no  case  di.d  50  percent  of  the  respondents  associate  an 
attribute  with  one  service. 

While  the  associations  tend  not  to  be  strong,  the  following 
patterns  emerge: 

1.  The  Air  Force  is  cha racterized  by  more  attributes  in 

the  eyes  of  respondents  than  other  services.  It  is 
particularly  associated  with  "Teaches  you  a  valuable 
trade  or  skill,"  ''Gives  you  a  job  which  is  challenging," 
"Gives  you  an  opportunity  to  better  your  life,"  and  "Is 
a  career  you  can  be  proud  of.  "  The  Air  Force  does  not 
receive  markedly  low  associations  on  any  attribute. 

2.  The  Army  is  not  associated  with  any  of  the  attributes  to 

any  great  degree.  "Helps  you  get  a  college  education 
while  you  serve"  is  the  attribute  most  often  identified 


with  the  Army. 
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TABLE  4.  3 

PERCENT  INDICATING  FOR  WHICH  SERVICES  EACH  ATTRIBUTE 

IS  MOST  TRUE 


None  / 


* 

A  i  r 

Force 

A  rmy 

Ma  rine 
Corps 

Navy 

Coa  st 

Guard 

Don't 

Know 

% 

% 

% 

% 

% 

% 

Att  ribute 

Gives  you  an  opportunity  to 
better  your  life 

25.  8 

16.0 

12. 7 

15.  0 

3.  3 

20.  6 

Trains  you  for  leadership 

14.  9 

20.  9 

30.  0 

10.  9 

2.  1 

20.  6 

Teaches  you  a  valuable 
trade  or  skill 

30.  8 

22.9 

JO 

17.  3 

2.  8 

16.  4 

Helps  you  get  a  college 

education  while  you  serve 

25.  2 

2  5.  9 

8.  3 

15.8 

2.  5 

22.  3 

Allows  you  to  see  many 

different  countries  of  the 
wo  rid 

17.  4 

14.  2 

o.  7 

4o.  0 

1.  9 

13.  8 

Provides  good  benefits  for 
you  and  your  family 

22.  9 

2  2.4 

9.  4 

15.5 

3.  1 

26.  7 

Is  a  career  you  can.  be 
proud  of 

20.  •: 

15.  0 

1Q.  7 

15.7 

3.  9 

18.  6 

Has  other  men  you  uould 
like  to  work  with 

20.  1 

17.  0 

11.8 

16.  1 

3.  7 

31.3 

Gives  you  a  job  you  want 

24.  1 

17.  4 

7.  3 

14.  4 

2.  ; 

34.  7 

Gives  you  a  job  which  is 
challeng  ing 

27.  4 

13.o 

18. 

15.  0 

3.  2 

19.  6 

Pay  s  well  to  sta  rt 

21.0 

13.  9 

8. 0 

11.2 

2.  4 

42.  9 

Base:  All  Respondents 


Source:  Question  tc. 


MARKET  PACTS 

Page  110 


3.  The  Marine  Corps  is  strongly  associated  with  "Trains 
you  for  leadership.  "  Other  attributes  with  moderate  asso¬ 
ciations  with  the  Marine  Corps  are  "Is  a  career  you  can  be 
proud  of"  and  "Gives  you  a  job  which  is  challenging.  "  On 
the  remaining  eight  attributes,  however,  the  Marine 
Corps  is  mentioned  less  frequently  than  any  other  major 
service. 

4.  The  Navy  is  associated  with  "Allows  you  to  see  many  dif¬ 
ferent  countries"  by  more  respondents  than  any  other 
major  service.  It  is  the  most  frequent  association  found 
in  Table  4.  3. 

These  patterns  of  association  were  detected,  for  the  most  part,  in 


the  previous  surveys. 
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4.  4  Achievability  of  Life  Goals 

Life  goals  are  a  broader  concept  than  job  attributes.  Whether 
life  goals  or  values  are  consistent  with  the  military  profession  pre¬ 
sumably  will  affect  a  young  man's  decision  to  enlist.  In  addition,  these 
values  may  determine  the  advice  he  gives  to  friends,  or  seeks  from 
others. 


As  in  past  waves,  respondents  v/ere  provided  with  a  list  of  12 
life  goals  and  asked  to  rate  whether  each  was  more  likely  to  be 
achieved  in  the  military  or  in  a  civilian  job.  Ratings  were  made  on  the 
following  5-point  scale: 


Scale  Value 

+  1  =  Much  more  likely  in  military  service 
+2  =  Somewhat  more  likely  in  military  service 
+  3  =  Either  military  or  civilian 
+4  =  Somewhat  more  likely  in  a  civilian  job 
+  5  =  Much  more  likely  in  a  civilian  job 

Table  4.4  presents  the  average  ratings  for  the  positive  and 
negative  propensity  groups.  Results  are  generally  in  line  with  findings 


from  past  waves. 
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table  4.4 


ACHIEVABILITY  OF  UPE  GOA,,  ,N  TNE  MIUI„y  ^ 

negative  propensity  groups 
aue  pour  active  outy  services  combined 


Life  Goal; 

Adventure  and  excitement 
Job  security 
Doing  challenging  work 
Learning  as  much  as  you  can 
Developing  your  potential 
Recognition  and  status 
Working  for  a  better  society 
Helping  other  people 
Having  the  respect  of  friends 
Making  a  lot  of  money 

Being  able  to  make  your  own  decisions 
Personal  freedom 


Positive 

_  Propensity 

Mean 

g-c-°-r**  Rank 


Source;  Question  11 

of  Section”  4^  8C°re'  ^  bC“Cr  the  ratin*  {° r  the  mllitsry.  The  scale  is 


Negative 

Propensity 

Mean 

Score*  i 


2.63 

7 

3.  20 

7 

2.66 

8 

3.  10 

5 

2.6? 

9 

3.23 

9 

3.  47 

10 

4.  09 

11 

3.  57 

11 

3.  96 

10 

3.  81 

12 

4.21 

12 

ry.  The  scale  is 

explained  at  the 

beginning 
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1.  Both  positive  and  negative  propensity  men  see  a  military 
career  as  enabling: 

•  Adventure  and  excitement 

•  Job  security 

whereas  a  civilian  career  better  allows  a  person  to  achieve: 

•  Personal  freedom 

•  Being  able  to  make  your  own  decisions  on  the  job 

•  Making  a  lot  of  money 

2.  As  might  be  expected,  the  positive  propensity  group  gives 
the  military  better  marks  on  all  12  life  goals  than  does  the 
negative  propensity  group. 

3.  The  greatest  difference  between  the  positive  and  negative 
propensity  groups  appears  on  "Developing  your  potential" 
where  the  positive  group  sees  this  goal  as  much  more 
achievable  in  the  military.  The  smallest  differences  be¬ 
tween  the  groups  are  on  "Job  security,  "  "Being  able  to 
make  your  own  decisions"  and  "Personal  freedom."  Both 
groups  see  the  milit  ry  as  providing  more  security,  and 
both  groups  see  civilian  jobs  as  fostering  more  freedom 


and  individual  decision-making. 
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TABLE  4.  5 

BRANCH  OF  SERVICE  NAMED  IN  RESPONSE  TO  "ARMED  SERVICES" 


Percent  of  Respondents  Who  Mentioned 
_ Specific  Services _ 


Service  Mentioned 

First  Mention 

Second  Mention 

All  Other 

Mentions 

All 

M  entions 
Combined 

<w 

A> 

% 

% 

Army 

36.  0 

20.  0 

13.  6 

69.  6 

Air  Force 

24.  1 

20.  6 

16.  8 

61.  5 

Navy 

20.  2 

31.  1 

17.  1 

68.4 

Marine  Corps 

13.6 

16.  8 

17.  7 

48.  1 

Coast  Guard 

1.6 

2.4 

6.  1 

10.  1 

None/No  Answer 

4.  5 

9.2 

44.6 

58.  3 

Source:  Qu.  4a,  4b 


.  i — nil  a  •  n  n  f'<  aMBd  inirmj  ■ 
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Table  4.  6  presents  the  relationship  between  "top-of-mind" 
awareness  (first  association)  of  each  service  and  propensity.  There  is 
a  clear  association  between  these  two  measures.  Men  with  a  positive 
propensity  for  a  given  service  tend  to  initially  associate  the  cone  ept 
"Armed  Services"  or  "military"  with  that  service.  The  circled  values 
in  Table  4.  6  highlight  this  association.  Hence,  the  "top-of-mind" 
awareness  measure  appears  to  be  a  good  advertising  related  tracking 
indicator  of  positive  propensity  for  specific  services. 
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4.  6  Advertising  Content  Recall 

In  past  waves  respondents'  ability  to  identify  various  adver¬ 
tising  copy  points  was  assessed.  Findings  from  these  earlier  studies 
indicate  that  correct  recognition  of  copy  points  was  relatively  low. 

The  Spring  1  977  survey  did  not  present  advertising  copy  for 
recognition;  rather,  respondents  were  asked  to  report  everything 
they  remembered  about  advertising  for  a  specific  service.  While 
this  question  format  is  a  more  difficult  task  for  individuals,  it  reduces 
guessing.  The  answers  were  coded  into  a  set  of  categories  and  the  re¬ 
sults  are  shown  in  Table  4,7.  Several  conclusions  car  be  drawn; 


1.  Approximately  one-half  of  the  respondents  reported 

that  they  had  seen  or  heard  advertising  for  the  ser¬ 
vices,  The  Army  (56%)  and  Navy  (55.4%)  advertising 
received  highest  recall.  However,  only  about  one- 
half  of  these  same  individuals  were  able  to  recall 
any  specific  advertising  content. 


2. 


Young  men  who  could  recall  something  about  service 
advertising  most  often  remembered  information  about 
learning  a  trade  and  job  opportunities.  These  copy 
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RECALL  OF  ADVERTISING  FOR  INDIVIDUAL  SERVICES 


Air  Force 
% 


Marine  Cor^ 

% 


Have  Seen/Heard  Advertising;  Recall  Content 
Teaching  /  lea  rning  a  trade 
O  pportun  it  ies 
Variety  of  jobs 

Men  with  equipment 
Equipment  wi'hout  men 
Men  in  trailing 
Men  iu  ui  tori!) 

Men  wi'l  gun.-, 

Men,  with  Hag 

Wani  yi.ui  to  ) o : i , enlist 
F  due  at  i  on  a  I  bene  fits 
Travel 'see  the  cuuitl  ry  ;  world 
Good  nay  ged  starti r.t;  pay 
Slogans 
Adventure 
F on  /  rec  rest  ion 
Praised  service 
Other  benefits  fo.  g.  ,  iiealtii) 


49.  3 

96.  0 

52,  1 

39.  4 

0 

© 

2.  4 

0 

0 

0 

3.  1 

'■!© 

2.  1 

3.  3 

l.  4 

!.  6 

© 

1.  4 

1 . 6 

3.  4 

1.  '• 

.  6 

i  * 

Other  miscellaneous  mentions 

4.  7 

6.  2 

'  .  0 

7.  6 

Don't  recall  content 

24.  4 

3  ll.  k 

2«.  1 

26.  3 

Have  Not  Seen/Heard  Advertising 

90.  7 

14.  0 

47.  't 

44.  6 

Bast* 

( I  H  7 1 1 

MH3H) 

M3)  1 ) 

( 1 « 1  1) 

*  The  reduced  bases  reflect  the  fact  that  each  respondent  was  asked  the  adve  rtisi.ig  question  for  only 
three  of  six  services. 


The  circled  entries  reflect  those  items  mentioned  more  frequently  for  each  service.  No  statistical 
significance  is  implied. 
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points  were  commonly  mentioned  across  services. 
Mention  of  these  copy  points,  however,  was  slightly 
lower  for  the  Marine  Corps  than  it  was  for  the  other 
s  e  rv  ices. 

3.  Advertising  messages  primarily  urging  enlistment 
were  also  recalled,  especially  in  advertisymciiti:  'r-\ 
the  Army  and  Navy. 

4.  Recall  of  advertising  of  a  spin  ihe  sort  was  cieariy 
tinker’  with  services  in  two  instances.  Travel  concern 
was  recalled  relatively  often  for  Navy  advertise  me  r  •  s , 
and  Marine  Corps  slogans  were  particularly  memorable. 
Of  those  recalling  a  Marine  slogan,  83  percent  re  me  in  • 
Ue red  that  the  "Marines  were  lo<A  for  a  few  good 
men."  Neither  of  the  two  other  slogans  recalled  ap¬ 
proached  this  level  of  recall  {See  tabulations:  Volume 
II.  page  r> 6 ) . 

5.  Fewer  than  five  percent  of  respondents  recalled  ad¬ 
vertising  bv  any  of  the  active  services  ab  m  pay. 

When  an  individual  did  recall  advertising  by  a  specific  service, 
he  was  asked  how  meaningful  the  advertising  was  to  him.  Ratings  were 


made  on  a  four-point  scale  and  the  results  appear  in  Table  4.  fc. 
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TAME  4.8 

PERSONAL  REACTIONS  iO  ADVERTISING 
ABORT  SPECIFIC  ACTIVE  SERVICES 


1 


Se  rvxce 

Percent  Who  Believe 
Advertising  to  Be 
'Vo  ry"  /"Somewhat"  Meaningful 

Average  Rating* 

Sa  mple 
JB  <x  3  '* 

Air  Force 

5  1 . 9% 

2.  S3 

363 

A  rmy 

45.  5% 

2.6  1 

40  i 

Ma  r  ine  C orps 

45.  8% 

2.64 

3  00 

Navy 

48.  6% 

2.  53 

510 

*  Scale  Value: _ ______ 

+  1  -  Advertising  Very  Meaningful 
+2  =  Advertising  Somewhat  Meaningful 
4-3  =  Advertising  Not  Very  Meaningful 
|  +4  =  Advertising  Not  At  A  11  Meaningful 

Source:  Qu.  7 e 

I 

I 


I 
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Advertising  by  all  services  was  rated  on  the  average  between  "Somewhat 
meaningful"  and  "Not  very  meaningful,”  There  are  no  differences 
among  the  services  on  this  measure. 
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4.  7  Starting  Pay 

In  the  past  three  waves  of  the  survey,  the  respondents  have 
been  asked  to  estimate  the  starting  monthly  pay  for  an  enlisted  man 
in  the  military.  The  level  of  military  starting  pay  estimated  by  the 
Spring  1  977  sample  is  presented  in  Table  4.9. 

Over  time,  perceptions  of  starting  pay  have  gradually  increased 
in  magnitude.  The  average  estimate  in  Fall  1976  was  $274,  the  actual 
level  of  starting  pay  at  that  time.  In  Spring  1977  the  average  estimate 
is  $  3  <3  1 . 

important  to  understanding  how  young  men  perceive  military 
starting  pay  is  the  fact  that  49.6%  have  no  answer  or  indicated  that 
they  did  not  know  in  response  to  this  question.  Only  3  } ",  uf  the  simple 
were  able  to  guess  within  $100  in  either  direction  of  the  actual  level 
of  pay.  While  the  same  may  be  true  of  other  professions,  it  appears 
that  the  clear  majority  of  young  men  between  16  and  21  are  poorly 
informed  about  starting  pay  in  the  military.  These  data  are  presented 
in  the  tabulations:  Volume  II,  pages  12t>  to  12  7. 

A  phenomenon  noticed  in  previous  waves  reappears  in  Table 
4,  9.  The  positive  propensity  group  gives  lower  estimates  of  starting 
pay  than  does  the  negative  propensity  group.  In  preceding  reports  it 
has  been  suggested  that  positive  propensity  individuals  tend  to  have 
lower  salary  expectations  because  they  are  drawn  from  more  modest 
socio-economic  backgrounds  than  negative  propensity  individuals. 

-*■  -  •  f  . 
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TABLE:  4.9 

ESTIMATE  OF  STARTING  PAY 
BY  POSITIVE  AND  NEGATIVE  PROPENSITY  GROUPS 


Pos  iti  ve 
Propensity 


Negative  Difference 

Propensity  (Positive  minus  Negative) 


Any  Service 


$  3  6  6 


$387 


-$2  i 


A  i  r  Fo  rue 


$36  8 


$384 


-$  1 6 


Army  $367  $.38  3 


Marine  Corps  $370  $382 


Navy 


$374 


$382 


Total  Sample  $381 


_i  1 1 


-S  J  2 


-$  8 


I 


Source:  Question  10a 
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An  analysis  to  support  this  reasoning  appears  in  Table  4.  10. 
Using  father's  education  as  an  index  of  socio-economic  background, 
a  clear  relationship  appears  between  father's  educational  attainment 
and  a  respondent's  estimate  of  starting  pay.  When  their  fathers  have 
had  at  least  some  education  beyond  high  school,  the  respondents  make 
an  estimate  $23  higher  on  the  average  than  those  whose  fathers  have  less 
than  a  high  school  education.  In  addition,  white  respondents  made  an 
estimate  $20  higher  on  the  average,  than  non-white  respondents.  This 
too  probably  reflect*  the  socio-economic  differences  between  these 
two  groups  rather'  than  any  real  racial  difference. 

Among  job  attributes  investigated  ir;  this  series  of  surveys, 
good  starting  pay  has  consistently  received  rankings  of  moderate 
importance  by  both  positive  and  negative  propensity  respondents. 
However,  it  is  viewed  as  the  attribute  which  is  Least  achievable  in  the 
military.  Since  positive  propensity  individuals  have  tended  to  under¬ 
estimate  the  true  level  of  starting  pay  in  the  military,  it  has  been 
suggested  that  correcting  misperceptions  about  starting  pay  might 
have  a  positive  impact  on  recruitment. 
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Sta  rt  i  >;;;,  in.  Fall  l  ‘>76,  an  item  was  introducer)  to  gauge  the 
effec  t  of  a  >50  increase  in  starting  ['ay  on  likelihood  of  enlisting. 

Approximately  one-half  of  positive  propensity  men,  52.4  percent, 
indicated  that  they  would  be  more  likely  to  enlisc  with  such  an  added 
inducement  (see  Table  4,  !!).  Among  negative  propensity  men.  1  7.  7 
percent  said  that  they  would  be  more  likely  to  enlist  if  starting  pay 
were  increased.  These  figures  are  similar  to  findings  of  Fall  1  f>7b 
and  suggest  that  accurate  information  about  pay  and  pay  increases  has 
recruiting  potential  for  a  la  rye  number  of  those  v.  ho  are  negatively 
diaoosed  i  owa  ra  enlistment. 

j 


I 

I 


market  pacts 


TABLE  4.  12 

PERCEIVED  ATTITUDES  OF  INFLUENCES  TOW 
JOINING  THE  MILITARY 

"  AND  NE°''T,VE  PROPENS, TY 

API.  FOtTR  ACTIVE  DUTY  SERVICES  COMBIN: 


Pa  tiler 


In  favor 

A  i  usi 
.\i  ni  ra  I 

Don't  Know 


In  favor 
Against 
Neut  ra  I 

Don't  Know 


I V,  s  i  t  i  v  e 
P  roper,  sit  y 

% 


4 


o 


5<S. 


(  i 


3.  2 


34.  8 
20.  8 
3  9.4 

3 .  5 


•Source:  Qtt.  12a 
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When  asked  why  their  parents  favor  or  oppose  their  joining 
the  military,  respondents  cite  somewhat  different  reasons  for  paternal 
opposition  than  maternal  opposition.  However,  fathers  and  mothers 
are  perceived  to  have  fairly  similar  reasons  for  favoring  enlistment. 
These  reasons  are  categorized  and  reported  in  Table  4,  13. 

1.  Parents  are  perceived  to  favor  enlistment  for  reasons 
dealing  with  job  training  and  maturitv. 

2.  Mothers'  perceived  opposition  to  military  service  most 
often  relates  to  danger  and  separation.  Fathers'  per¬ 
ceived  reasons  opposing  enlistment  are  rather  evenlv 

distributed  among  a  desire  for  their  sons  to  get  a 
civilian  education,  the  father's  negative  experiences 
with  the  military,  danger,  family  separation  and  loss 
of  status. 

People  often  believe  that  others  around  them  have  similar  atti¬ 
tudes.  Hence  one  cannot  be  sure  that  these  young  men  are  completely 
accurate  when  they  report  parental  attitudes.  'Nonetheless,  the  dif¬ 
ferences  in  perceived  attitudes  between  parents  of  positive  and  nega¬ 
tive  propensity  youths  suggest  that  parents  are  a  very  important  source 
of  influence  on  the  decision  to  enlist.  This  finding  may  be  useful  in 


formulating  more  effective  recruitment  strategies. 
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TABLE  4.13 


COMMENTS  ABOUT  ENLISTMENT  IN  THE  MILITARY 
ATTRIBUTED  TO  INFLUENCERS 

ALL  FOUR  ACTIVE  DUTY  SERVICES  COMBINED 


Positive 

Negative 

Propensity 

Propensity 

Father 

% 

% 

Favorable  Comments 

Job  Training 

24.  1 

13.  6 

Maturity 

1  5.  3 

12.  5 

Exciting  Job 

13.  2 

7.  2 

Benefits 

12.  8 

9.  5 

Pat  riot  ism 

J.  1 

7.  q 

Unfavorable  Comments 

Civilian  Education 

Father's  Negative  Experience 

Da  nge  r 

Sepa  ration 

Loss  of  Status 


2.  9 
2.  0 
2.  0 
1.  8 
1.  3 


8.  8 
5.  9 
5.  1 
5.  5 
7.  7 


M  othe  r 


Favorable  Comments 


Job  T raining 

21.2 

9.  4 

M  aturity 

13.  0 

8.  3 

Exciting  Job 

10.  0 

4.  5 

Be  ne  fit  s 

8.  4 

6.  0 

1  Jat  r  mti  sm 

3.  6 

3.  2 

nfavurable  Comments 

Sepa  ration 

12.3 

16.4 

Danger 

8.  3 

lb.  4 

Civilian  Education 

4.  6 

9.4 

Loss  of  Status 

1. 9 

7.  4 

Father's  Negative  Experience 

l.  0 

2.  5 

Source: 


Qu.  12b 
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SECTION  V 


ANALYSIS  OF  PROPENSITY 
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SECTION  V 
Analysis  of  Propensity 


Previous  sections  have  traced  national  trends  in  propensity 
to  serve,  trends  within  tracking  areas  and  differences  between  tracking 
areas,  and  some  factors  related  to  choice  of  a  military  career.  In  this 
section  the  propensity  measure  receives  close  examination  and  its  relation¬ 
ships  to  demographic,  attitudinal  and  behavioral  variables  are  presented. 


Propensitv  was  assessed  by  Question  5a  in  the  Spring  1977  survey 
in  the  same  manner  as  previous  waves.  Respondents  were  asked  to  indicate 
how  likely  it  was  that  they  would  serve  in  each  of  the  specific  services. 

The  following  alternatives  were  read  to  each  person: 


Definitely 

Probably 


•Positive  Propensity  Group 


Probably  not 
Definitely  not 
(No  answer) 


Negative  Propensity  Group 


Those  who  answered  "definitely  or  probably"  with  respect  to  one 
of  the  four  major  active  services  are  classified  as  positive  propensity. 
Others,  including  those  who  failed  to  answer,  are  classified  as  negative 
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As  such,  its  specific  relationship  to  enlistment  is  not  certain,  but  it  is 
undoubtedly  correlated  with  future  enlistment.  It  may  be  useful  to  follow¬ 
up  individuals  of  different  propensity  groups  to  determine  ultimate  accession 
rates  and  factors  which  affect  high  and  low  propensity  men.  However, 
psychologists  have  found  that  the  best  predictor  of  an  individual's  future 
act  typically  is  a  statement  about  what  he  expects  to  do  in  a  situation. 

The  measure  of  propensity  is  a  measure  of  this  type. 

1  he  purpose  of  this  section  is  to  provide,  a  finer-grained  analysis 
of  propensity.  First  the  measure  itself  is  examined.  Then  those  factors 
are  identified  which  discriminate  between  positive  and  negative  propensity 
groups  for  the  military  service  in  general  and  for  the  individual  services. 
Demographic  variables,  attitudinal  variables,  and  behavioral /environmental 
variables  are  examined  as  follows: 

Demographic  variables 

•  Age  (Qu.  3a) 

•  Employment  Status  (Qu.  3f,  3g,  3h) 

•  Race  (Qu.  23) 

•  Educational  Status  (Qu.  3b,  3c,  3d,  3e) 

0  Education  of  Father  (Qu.  18) 

•  Quality  Index  (See  Section  II) 

Attitudinal  Variables 

•  Importance  of  Job  Attributes  (Qu,  6a) 

•  Achievability  of  Life  Goals  in  the  Military  (Qu.  11) 
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Environmental /Behavioral  Variables 

•  Recruiter  Contact  (Qu.  8a,  9a) 

•  Persons  Spoken  To/Actions  Taken  (Qu.  8c) 

•  Influencers  (Qu.  12a) 

•  Discussion  with  Parents  (Qu.  13a) 
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Propensity  consists  of  young  men's  ratings  of  their  probability  of 
entering  any  of  the  four  major  services.  While  most  analyses  in  this  re¬ 
port  examine  positive  versus  negative  propensity,  scrutiny  of  the  distri¬ 
bution  of  responses  within  the  measure  leads  to  some  interesting  observa 
tions.  Table  5,  1  presents  the  propensity  measure  broken  down  into  each 
of  its  response  alternatives. 


Several  conclusions  can  be  drawn: 

1.  Very  few  young  men  indicate  that  they  are  definitely  going 

to  enter  the  military  service.  The  great  majority  of  re¬ 
spondents  in  the  positive  propensity  group  rate  themselves 
as  probable  entrants  rather  than  definite  entrants. 


2.  The  largest  single  category,  by  a  small  margin,  consists 
in  those  who  say  that  they  will  definitely  not  enter  a  given 
military  service.  This  ranges  from  a  low  of  40.  7  percent 
for  the  Air  Force  to  high  of  48.4  percent  for  the  Marine 

C  orps . 

3.  Albout  50  percent  of  respondents  label  themselves  as  proba 
bly  likely  or  probably  not  likely  to  join  a  military  service. 
The  combination  of  these  middle  ground  respondents  con¬ 
stitutes  the  majority  for  each  service,  with  the  exception 
of  the  Marine  Corps.  This  group  of  young  men,  who  are 
not  strongly  committed  for  or  against  a  military  career, 
appear  to  provide  a  large,  fertile  market  for  recruitement 


* 


program  s , 
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DISTRIBUTION  OF 

AND 

RESPONSES  FOR 

CHANGE  FROM 

MEASURE  OF 

SPRING  1976 

PROPENSITY 

Air  Force 

A  r  my 

Ma  rine  C  o  rps 

Navy 

Response 

% 

_% 

%_ 

JL 

Definitely 

1.  5 

1.  1 

1 . 0 

1.  5 

Probably 

14.  2 

10.  7 

9.  8 

13.  7 

Probably  Not 

39.  4 

39.  2 

37.  1 

38.  8 

Definitely  Not 

40.  7 

45.  3 

48.  4 

42.  3 

Don't  Know/No  Answer 

4.  2 

3.  6 

3.  7 

3.  7 

I 

I 

I 


1 
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5.  2  Demographic  Variables 

Demographic  differences  between  the  positive  and  negative  propen¬ 
sity  groups  are  presented  in  Table  5,2.  The  statistical  reliability  of  these 
differences  were  assessed  by  computing  F  ratios.  All  the  comparisons 
appearing  in  the  Table  5.2  are  statistically  significant. 

The  difference  between  the  positive  and  negative  propensity  groups 
can  be  characterized  as  follows: 

1.  Positive  propensity  individuals  are  younger. 

2.  Considerably  more  positive  propensity  individuals  are  un¬ 
employed  and  looking  for  work. 

3.  Blacks  comprise  over  twice  as  great  a  proportion  of  the 
positive  propensity  group  as  of  the  negative  propensity 
group.  Other  non-Whites  are  also  more  highly  represented. 

4.  High  school  students  make  up  a  higher  proportion  of  the 
positive  group  than  of  the  negative  group,  but  college  stu¬ 
dents  are  almost  three  times  as  likely  to  have  a  negative 
propensity  for  military  service.  High  school  graduates  who 
are  no  longer  in  school  are  also  more  likely  to  be  found  in 
the  negative  propensity  group. 
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TABLE  5.2 

ANALYSIS  OF  PROPENSITY  TO  SERVE  IN  THE  MILITARY 
PROFILES  ON  DEMOGRAPHIC  VARIABLES 


Positive  Negative 

Variable  Propensity  Propensity  Significant 


A  ve  rage  A  ge 

17.  75 

18.  59 

yes 

Not  e mployed / Looking  for  work 

36.  5% 

23.  1% 

yes 

Blacks 

14.  1% 

6.2% 

yes 

Other  Non-White 

7.  8% 

4.  2% 

yes 

Students 

68.  7% 

56.  1% 

yes 

10th  G  rade 

1  7.  6°;. 

7.  7% 

yes 

1 1th  G  rade 

26.  i"‘: 

13.  5"'. 

yes 

1-2  years  of  college 

5.  7" 'a 

1  5.  8% 

yes 

High  School  graduate,  not  in  si  liuol 

19.  2"f. 

34.  7% 

ye  s 

Education  of  Father* 

2.66 

3.  14 

yes 

Quality  Index* 

6.  82 

6.51 

yes 

♦Mean  scale  v'alues  shown 
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5.  The  quality  index,  detailed  in  Section  II,  indicates  that 

positive  propensity  individuals  have  weaker  academic  pre 
paration.  Positive  men  appear  to  come  from  lower  socio 
economic  backgrounds,  at  least  as  indexed  by  father's 
education. 


Education  of  father  was  measured  on  an  eight  point  scale: 

1.  Did  not  complete  high  school 

2.  Finished  high  school  or  equivalent 

3.  Adult  education  program 

4.  Business  or  trade  school 

5.  Some  college 

o.  Finished  college  (four  years) 

7.  Attended  graduate  or  professional  school 

8.  Obtained  a  graduate  or  professional  degree 
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The  demographic  profile  of  the  individual  services  has  also  been 
examined  and  the  characteristics  of  men  with  a  positive  propensity  for 
each  service  appear  in  Table  5.  3.  Profiles  for  the  negative  propensity 
it  roups  have  been  omitted  since  they  resemble  the  profile  of  the  overall 
negative  group  shown  in  Table  5.2.  Statistical  tests  have  been  conducted 
which  compare  each  service's  positive  propensity  group  to  the  correspond¬ 
ing  negative  propensity  group  for  each  variable.  Entries  in  Table  5.  3 
were  all  found  to  be  significantly  different  from  the  characteristics  of 
the  negative  group. 

The  direction  of  the  differences  between  positive  and  negative  groups 
within  each  service  are  identically  the  same  as  the  pattern  of  differences 
shown  m  Table  5.2  for  the  overall  military  analysis.  File  educational  pro¬ 
file  (college,  father'd  education,  quality  index)  of  the  Air  Force  group  is 
somewhat  higher  than  the  other  active  services,  and  this  facet  of  the  Army 
group  tends  to  be  lower,  bui  otherwise  demographies  are  similar  arr  iss 
the  active  services.  Thus  it  appears  that  all  services  drew  upon  pools  of 
youths  with  fairly  similar  demographic  profiles,  and  that  these  youths  differ 
in  a  fairiy  constant  fashion  from  negative  propensity  youths. 

Relative  to  the  active  services,  the  demographics  of  those  with 
positive  propensity-  for  the  Reserve  components  differ  in  that  these  indi¬ 
viduals  tend  to  be  older,  more  likely  to  be  white,  more  likely  to  be  out 
of  school  and  employed  and  have  a  higher  quality  index. 
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TABLE  5.3 

DEMOGRAPHIC  PROFILES  OF 
POSITIVE  PROPENSITY  GROUPS  - 
INDIVIDUAL,  SERVICES 


Air 


Nationa  1 


Force 

Army 

Ma  r  ines 

Navy 

Gna  r  f) 

Reserves 

Ace- 

1 V .  7  7 

17.  70 

17.  t  9 

17. 7  f  > 

Ip  04 

1 7  .  H  H 

1 U  ,  i  k  s 

14.  oO 

2o.  s';;, 

1>  .  '  % 

14.  t.% 

1  •.  IP 

12. 

No  •!  -  W ! i  it  i- 

t) 

' .  ’ 

o.  IP 

s. 

i  .  (Jp 

7.  7‘p 

o'  IN  ■  plo\  ed : 

Look  ini:  to r  wo  r k 

>  >: 

41.  V, 

i '. .  4  "I 

3 1  .  3  To 

1  .1.  op 

34.  2 "7 

St  i.ut'  •  a*  s 

*;  »  ,  -  :  r ' . 

, 

’  ■  <*s  ,  '*■/«) 

> s ,  sP 

0  1  .  7p 

*  ■ '  ,  7  <>', 

17.  'P 

P  .  o:r 

2o.t  % 

17.  op 

1  '.  IP 

i  '  .  i  ''  0 

1  llh  j  rade 

>  ,  in 

2t.  op 

2e.  4p 

2  1.'  % 

M  ^ 0*. 

1-3  Y.o  rs 

Colloc 

7.  iN 

4. 

4  IP 

-.  8'.:. 

7 .  ON, 

>  1.^, 

I  i  i  j  h  St  hooi  G  ra  finale 
Not  In  S'  hool 

3u. 

lm  'r 

1  y  .  2  P 

1H.  I"' 

24.  -  P, 

2  1.  PI 

Efim  alio:.  <>! 

I' at  he  v-' 

.  7  1 

2.  L2 

3.  1  ’ 

2 .  7  1 

2  .  t  0 

2  To 

laid  V  I  f  tie  X 

■' .  9  7 

■ '  .  ‘  O 

'  .  7  2 

o.  7 

v  , 

■  .  0  1 

Me. i  r:  S'  ale  \  i  lues  '-Sow:. 
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5.  3  Importance  of  Job  Attributes 

Part  of  Section  IV  examined  the  relative  importanc 
attritjutes  as  perceived  by  16-21  year  old  males.  At  this 
is  focused  upon  the  different  perceptions  of  positive  and  n 
sity  men.  Table  5.4  provides  this  comparison. 

The  positive  propensity  group  rates  each  job  attrib 
average,  as  more  important  than  does  the  negative  propen 
The  greatest  difference  on  any  attribute  appears  for  '!Is  a 
be  proud  of.  "  Compared  to  the  negative  propensity  group, 
sity  men  feel  this  attribute  is  particularly  important. 
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TABLE  5.4 

ANALYSIS  OF  PROPENSITY  TO  SERVE  IN  THE  MILITARY 
MEAN  RATINGS  OF  IMPORTANCE  OF  JOB  ATTRIBUTES  * 


Job  Attributes 

Positive 
Propen  sit  v 

Negative 

Propensity 

Difference 

Is  a  career  you  can  be  proud  of 

1.  97 

2.41 

.  44 

Trains  you  for  leadership 

2.2  3 

2.55 

.  32 

Gives  you  an  opportunity  to 
better  your  life 

1 .  90 

2.  20 

.  30 

Allows  you  to  see  many  different 
countries  of  the  world 

2.  57 

2.  90 

.  3  3 

Has  other  men  you  would  like  to 
work  with 

2.  V, 

2.  81 

7  ^ 

Gives  you  a  job  whiih  is 
i  ha  1  ieng  ing 

2  .  11 

2.  32 

.  2  1 

Gict  s  you  the  job  you  want 

1.  93 

2.  20 

>  7 

Teaches  you  a  valuable  trade 
or  skill 

1.  79 

2.  1 1 

.  32 

provides  good  benefits  tor  you 
and  your  iambi  y 

1.  88 

2.  08 

.  2  0 

l  ays  -a  ell  to  start 

2.  0  7 

2.27 

.  2  0 

Helps  yon  get  a  «  ollege  education 
nile  v  u  •  i  serve 

2.  in 

2.  3:' 

.  19 

The  Si  ah1  used  tor  this  analysis  is: 

+  1  =  Extremely  Important 

+  2  Very  Important 
+  3  Fairly  Important 
3-4  =  Not  Important  At  All 

+  3  -  No  Answer 

Therefore,  smaller  values  indicate  more  perceived  importance. 


»  In  the  difference  i  olumn  a  large  value  indicates  that  the  positive  propensity 
group  considers  the  attribute  as  more  important  than  the  negative  propensity 
group.  All  differences  are  significantly  greater  than  zero. 
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The  difference  between  the  propensity  groups  for  each  of  the  service 
appears  in  Table  5.5.  Entries  in  this  table  are  differences  in  importance 
ratings  between  the  positive  and  negative  propensity  groups.  To  assist 
the  reader,  differences  of  +.30  or  greater  have  been  circled.  Generally, 
the  results  for  individual  services  are  similar  to  those  for  overall 
propensity  found  in  Table  5.4.  Some  variation  among  services  is 
apparent,  however.  For  example,  the  propensity  groups  for  the  Army, 
Marine  Corps  and  Navy  have  more  disparate  values  than  those  of  the  other 
services  with  respect  to  'Allows  you  to  see  many  different  countries  of  the 
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TABLE  5.5 

IMPORTANCE  OF  JOB  ATTRIBUTES 
DIFFERENCES  IN  IMPORTANCE  VALUES 

BETWEEN  POSITIVE  AND  NEGATIVE  PROPENSITY  GROUPS* 


J  ob  A  tt  rlbutes 


Is  a  career  you  can  be  proud  of 

Trains  you  for  leadership 

Gives  you  an  opportunity  to 
bette  r  your  life 

Allows  you  to  see  many  different 
countries  of  the  world 


Has  other  men  you  would  like 
to  work  with 


A  i  r  Ma  rine 


.24  .27  .24 


National 


. 26  .22  .26 


Gives  you  a  job  which  is 


challenging 

.  20 

.  22 

.  22 

.  19 

.  18 

.21 

Gives  you  a  job  you  want 

.  28 

.  22 

.  19 

.  24 

.  17 

.  25 

Teaches  you  a  valuable  trade 
or  skill 

0 

Q 

.  24 

.24 

.  23 

.  27 

Provides  good  benefits  for  you 
and  your  family 

.  18 

.  2  1 

.  20 

.  19 

.21 

.21 

Pays  well  to  start 

.  1  7 

.23 

.  18 

.  18 

.  15 

.  13 

Helps  you  get  a  college  educa¬ 
tion  while  you  servo 

.26 

.  25 

.  16 

.  25 

.  17 

.  23 

*  The  entries  in  the  table  are  differences  in  mean  ratings  between  the  positive  and  negative  pro¬ 
pensity  groups  for  each  service.  Refer  to  Volume  II,  pages  4  1  to  43  for  the  complete  data. 

All  differences  between  positive  and  negative  propensity  are  statistically  significant.  The  positive 
propensity  group  felt  each  attribute  to  be  relatively  more  important  than  the  negative  group  in  every 


case. 
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5.  4  Achievability  of  Life  Goals 

Positive  and  negative  propensity  groups  should  be  distinguishable 
with  respect  to  whether  they  feel  that  life  goals  can  be  better  achieved  in 
military  or  civilian  life.  Table  5.6  presents  the  findings  for  this  issue. 

A  low  average  rating  indicates  that  the  goal  is  perceived  to  be  more  achiev¬ 
able  in  the  military;  a  rating  above  3.  00  indicates  that  the  goal  is  more 
achievable  in  a  civilian  career. 

For  every  goal  the  positive  propensity  group  views  military  life 
as  better  enabling  achievement  than  the  negative  propensity  group.  The 
difference  between  the  two  propensity  groups  is  particularly  great  in  the 
cases  of  "Developing  your  potential,"  "Learning  as  much  as  you  can," 
and  "Doing  challenging  work.  "  However,  even  positive  propensity  men 
do  not  view  a  military  career  as  a  means  to  "Making  a  lot  of  money," 
and  achieving  "Personal  freedom.  "  Negative  propensity  men  view  all 
life  goals  as  more  attainable  in  civilian  life  except  "Doing  challenging 
work,  "  "Adventure  and  excitement,  "  and  "Job  security,  " 
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TABLE  5.6 

I 

[  ANALYSIS  OF  PROPENSITY  TO  SERVE  IN  THE  MILITARY 

ACHIE VA BILITY  OF  LIFE  GOALS 
AVERAGE  RATINGS* 


I 

t 

L  ife  Goal 

Developing  your  potential 
Doing  challenging  work 
Learning  as  much  as  you  can 

Adventure  and  excitement 

Making  a  lot  of  money 

Working  for  a  better  society 

Having  the  respect  of  friends 

Recognition  and  status 

Being  able  to  make  your  own  decisions  on  the  job 

Personal  freedom 

Helping  other  people 

Job  security 


Positive 

‘ropensity 

Negative 

Propensity 

D  i  ffe  rence 
Favoring 
Milita  ry 

2.  45 

3.  22 

.  7? 

2.  32 

3.  00 

.  68 

2.  40 

3.  14 

.  74 

2.  Ob 

2.  59 

.  53 

3.  47 

4.  09 

.62 

2.63 

3.  20 

.  5? 

2.67 

3.  23 

.  56 

2.  49 

3.  03 

.  54 

3.  57 

3.  96 

.  39 

3.  81 

4.  21 

.  40 

2.  66 

3.  10 

.  44 

2.  23 

2.  62 

.  39 

♦The  scale  used  was: 

+  1  Much  more  likely  in  military 
+  2  "  Somewhat  more  likely  in  military 
+  3  Either  civilian  or  military 
+  4  ;  Somewhat  more  likely  in  civilian 

+  5  Much  more  likely  in  civilian 


Therefore  a  smaller  value  indicates  relatively  greater  military  likelihood.  The  groups  differ  significantly  on 
all  goals. 
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The  achievability  of  life  goals  is  tabulated  for  individuals  with 
positive  propensity  towards  each  service  in  Table  5.  7.  The  data  repre¬ 
sent  the  difference  in  the  ratings  of  each  goal  between  the  positive  and 
negative  propensity  groups  for  each  service.  Differences  of  .  60  or 
greater  have  been  circled  to  assist  the  reader.  No  statistical  signifi¬ 
cance  is  implied  by  this  notation.  The  profiles  for  the  active  services 
once  again  are  fairly  similar. 

The  National  Guard  and  Reserves  provide  somewhat  different 
patterns.  For  achieving  every  goal  except  "Adventure  and  Excitement" 
the  difference  between  positive  and  negative  propensity  groups  for  the 
National  Guard  is  less  than  for  the  Active  Services.  This  means  sim¬ 
ply.  that  individuals  with  a  positive  propensity  toward  the  National 
Guard  view  military  life  in  a  fashion  more  similar  to  negative  propensity 
individuals.  This  pattern  of  smaller  differences  between  positive  and 
negative  propensity  men  appears  in  weaker  form  with  the  Reserves.  In 
other  words,  achievability  of  life  goals  does  not  discriminate  between 
propensity  groups  for  the  Reserve  components  as  well  as  it  does  for  the 
corresponding  active  service  propensity  groups. 
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TABLE  5.7 

ACHIEVA  BILITY  OF  LIFE  GOALS 

DIFFERENCES  BETWEEN  POSITIVE  AND  NEGATIVE  PROPENSITY  GROUPS* 


Air 

F  orce 

A  rmy 

Ma  rine 
Corps 

Navy 

National 

G  ua  rd 

Developing  your  potential 

1® 

© 

© 

© 

.  50 

Learning  as  much  as  you  can 

© 

© 

.  54 

© 

.  45 

Doing  challenging  work 

(®1  ) 

© 

.  56 

.  5  7 

.  44 

Recognition  and  status 

.  46 

.  57 

.  43 

.  45 

.  4  4 

Making  a  lot  of  money 

.  57 

© 

.  59 

.  56 

.  48 

Working  for  a  better  society 

.  55 

.  56 

.  52 

.  48 

.  3'1 

Having  the  respe,  t  of  friends 

.  53 

.  52 

.48 

.  46 

.  4  1 

Adventure  and  excitement 

.42 

.  47 

.  46 

.  47 

.  48 

Personal  freedom 

.  35 

.  46 

.  48 

.  31 

.  3  3 

Helping  other  people 

.  37 

.  4  1 

.  36 

.  58 

.  23 

Being  able  to  make  your  own 
decisions  on  the  job 

.  43 

.  48 

.  3  1 

.  37 

.  25 

J  ob  security 

.  39 

.  34 

.  26 

.  34 

.  20 

R  eservea 

.  56 

.  49 

.  49 

.  44 

.  49 

.  47 

.  49 

.  52 

.  31 

.  5  9 

.  30 

.  33 


Entries  in  this  table  are  differences  between  corresponding  positive  and  negative  propensity 
groups  in  ratings  of  ach ie vab i lity  of  life  goals  in  the  military.  In  this  table  a  positive  value  means 
the  positive  propensity  group  felt  the  goal  was  relatively  more  achievable  in  the  military  than  the 
negative  propensity  group.  All  values  are  significantly  greater  than  zero. 
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5. 5  Information  Sources,  Actions  Taken,  Recruiter  Contact, 

Influe  nee  rs 

From  a  recruiting  standpoint,  this  section  details  a  particularly 
important  set  of  variables.  Some  factors  which  distinguish  positive  and 
negative  propensity  men  are  potentially  controllable  by  the  military,  e.  g. 
recruiter  contact.  Other  factors,  such  as  information  sources,  might 
constitute  elements  in  the  process  of  making  a  decision  to  enlist.  Table 
5.  8  compares  the  two  propensity  groups  in  terms  of  the  people  with 
whom  enlistment  was  discussed  and  enlistment-related  action  initiated. 

Some  respondents  from  both  propensity  groups  have  discussed  en¬ 
listment  with  various  people,  but  talking  about  a  military  career  with 
parents,  friends  with  military  experience,  or  others  is  far  more  common 
among  those  with  positive  propensity.  They  are  also  more  likely  to  have 
sought  information  either  by  mail  or  by  calling  a  toll-free  information  num¬ 
ber.  More  young  men  with  a  positive  propensity  have  been  tested  by  the 
Armed  Services  either  in  high  school  or  in  a  military  examining  station. 

In  summary,  positive  propensity  individuals  are  far  more  likely 
to  have  discussed  a  military  career  or  to  have  engaged  in  various  enlist¬ 
ment-related  actions.  All  these  differences  are  statistically  significant 
and  most  are  large  in  absolute  magnitude,  i.  e.  ,  positive  propensity  men 
are  often  twice  as  likely  to  have  talked  to  someone  or  have  engaged  in  the 


given  action. 
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TABLE  5.8 

ANALYSIS  OF  PROPENSITY  TO  SERVE  IN  THE  MILITARY 
INFORMATION  SOURCES,  ACTION  TAKEN,  RECRUITER  CONTACT 


Information  Sources 

Pos  itive 
Propensity 

O' 

/U 

Negat  ive 
Propensity 

r- ' 

•  V 

Significant 

Talked  with  one  or  both 
pa  re  nt  s 

5n.  4 

24.  8 

y  e  s 

Talked  with  friends  alreadv  in 

the  servic  e  or  who  have;  been 
in  the-  service 

57.  3 

30.  7 

yes 

Tail  ed  with  teacher  or 

Hinds  n<  <  counselor 

7.3.  1 

H .  ■) 

yes 

T  alked  with  wife  or  girlfriend 

24.7 

1  3.  1 

yes 

Ac  tions  Taken 

Asked  for  information  by  mail 

20.  7 

9.  I 

yes 

Made  toll-free  call  to  get 
information 

7.  5 

l.  7 

yes 

Physically  or  mentally  tested 
at  a  military  examining  station 

7.  4 

3.  4 

yes 

Taken  aptitude  test  in  high 
school  given  by  Armed  Services 

22.  5 

lb.  n 

v  es 

Recruiter  Contact  (ever) 

51.  8 

48.  1 

yes 

Recruiter  Contact  (past  5-f>  months 

l_  32.d 

22.  9 

yes 

Recruiter  Contact  Initiated  by 

R  ec  ruiter 

50.  2 

70.  I 

yes 

Recruiter  Information  Considered 
Adequate 

83.  3 

82.  9 

no 
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ANA  l  Y  SIS  OF  PROPENSII  Y  FO  SERVE  IN  THE  MILITARY 
INFORMA  I  ION  SOtRCKS,  AC  I  ION  1  A  KEN,  -  RECRP  I  1  ER  CON  I  AC  1 

(t.  A  in  t  i  nui'ri) 


I  n  1 1  n  o  n'  i  a  1  3  'l  l\  ?  n  1-  .  tv  ,  r  ■  I 
K  n !  i  s  t  'i  n  •  'i ! 


I  a  Mir  r 


Mr"',.'  r 


Pa  rr  nt  a  1  I)i  st  us s  •  "n 


F '  a  M  k  r 


Mr  I  hr  r 


Brfh  Father  and  Mother 


Posit  i  ve 
P  rope  ns  i  t\ 


Negative 

Propensity 


S  ign  ifi  rant 


S  nir,  r;  On.  13a 
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The  relationship  of  recruiter  contact  to  propensity  has  been 
examined  and  the  findings  also  appear  in  Table  5.8.  While  more  posi¬ 
tive  propensity  respondents  have  at  some  time  had  contact  with  a  re¬ 
cruiter,  the  difference  between  the  two  propensity  groups  is  small, 
though  statistically  significant.  Recruiter  contact  during  the  past  6 
months  shows  clearer  differences  between  positive  and  negative  pro¬ 
pensity  groups,  with  9.8  percent  more  positive  propensity  men  having 
such  contact.  When  contact  with  a  recruiter  has  occurred,  a  clear 
majority,  70.  I  percent,  of  negative  propensity  respondents  indicate 
that  the  contact  was  initiated  by  the  recruiter.  On  the  other  hand, 

4  rf  percent  ( 1  00"', -50.  2%)  of  positive  propensity  respondents  indicate 
that  their  contact  with  a  recruiter  was  se  I  f- initiated.  No  differences 
appear  in  terms  of  the-  perceived  adequacy  of  recruiter  information. 

Table  5.  9  relates  propensity  towards  each  service  to  contact  with 
a  recruiter  from  that  service.  For  each  of  the  services,  the  propensity 
groups  differ  in  contact  with  a  recruiter.  These  differences  are  statis¬ 


tically  significant. 
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TABLE  5.9 

EVER  HAD  CON TAC  1  Willi  RECRUITER  FROM  SPECIFIC- 
SERVICE  RELA  TED  TO  PROPENSITY  FOR  THE  SAME  SERVICE* 


Propensity  for  Individual  Services 


Posit  ive 


N  egat  i  ve  D  i  ffe  re  nee 


A i r  F ' ) rce 


Z  5.  Z 


1Z.  8 


‘1Z.4 


A  rtny 


Z 9.  6 


ZZ.  Z 


4 


Marine  Curp; 

N  a  vy 


HL  1 


ZZ.  0 


1  4.  1 


13.  1 


5.  0 


8.  9 


Rase:  All  respondents 


Contact  (in  the-  last  five-  to  six  months)  was  not  asked  for  individual 
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5 . 6  Enlistment  Decision  Process 

In  this  report  an  individual  is  defined  as  having  a  positive 
propensity  for  military  service  if  he  lias  indicated  that  he  definitely  or 
probably  will  enter  any  of  the  four  major  active  services.  Table  5.  10 
demonstrates  the  extent  to  which  this  occurs  in  the  Spring  1977  sample. 

From  Table  9.  10  it  is  clear  that  a  large  number  of  men  who  have 
a  positive  propensif v  for  each  of  the  active  services  are  also  positive  to¬ 
wards  one  or  more  other  services.  This  is  the  case  most  often  for  in¬ 
dividuals  with  positive  propensitv  toward  the  Army  and  Marine  Corps. 

Kver.  '!  ose  with  a  positive  propensity  toward  the  National  Cuard  or 
Reserves  often  show  a  positive  disposition  towards  the  active  sendees. 

This  finding  reinforces  conclusions  drawn  b\  the  analvsis  of 
demographic  variables  that  the  various  active  services,  for  the  most 
part,  draw  upon  the  same  or  a  similar  pool  of  young  men.  It  is  alsc  con¬ 
sistent  with  the  notion  that  man-,  individuals  initially  decide  upon  a  militarv 
career  and  Pier.  choose  between  the  different  services. 


Active  Duty  Versus  National  Guard/Reserves 

Throughout  Section  V  differences  between  services  have  been 
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examined.  Tn  this  subsection  men  with  positive  propensity  for  the 
National  (iuard  and  Reserves  are  compared  with  men  having  a  positr.  >: 
propensity  for  the  active  services.  From  Table  b.  10  ti  :s  apparent 
that  manv  individuals  who  have  a  positive  propens  it  v  for  the  National 
f Iuard  or  Reserves  are  also  favorably  disposed  towards  1  he  active  ser¬ 
vices,  but  of  all  the  inter-service  comparisons  mutual  propensity  is 
greatest  be  twee,  the  Reserves  and  the  National  Gua  r'i. 

the  demographic  profile  for  the  National  Guard  /  Reserves  is 
compared  with  the  profile  for  the  active  services  in  f  able  5.  11.  A  pat¬ 
tern  of  small  differences  is  apparent:  those  with  a  pc  tith  e  propensity 
for  the  National  Guard/Reserves  tend  to  be  older,  less  often  high, 
school  students  out  more  often  college  students,  more  frequently  out  of 
school,  and  less  likely  to  be  looking  for  work.  Persons  with  these  charac¬ 
teristics  presumable  anticipate  that  the  part  time  demands  of  the  National 
Guard  ^Reserves  would  better  fit  their  life  situation.  He  comparison,  men 
wAli  a  positive  propensity  for  the  active  services  are  somewhat  more 
like)1,  to  be  looking  for  work  or  facing  high  school  graduation.  Such  tran¬ 
sitional  periods  are  more  compatible  with  entering  r  to  foil  um>  military 
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TABLE'  5.11 

DEMOGRAPHIC  PROFILES 
OK  POSITIVE  PROPENSITY  CROP  PS 
AC1IVE  SERVICES  VERSUS  RESERVE  COMPONENTS* 


A  ct  ive  Services 


Reserve  Compnner 


Age 


Blai  ks 


Other  Non-White 


Not  Employed:  Looking  for  work 


Students 


10th  G  rarle 


1  1th  G  rade 


1  -2  years  of  Collegt 


High  School  Graduate  Not  In  School 


Education  of  Father* 


Quality  Index* 


17.  75 


1  7.  SR 


1  4.  1% 


u.  «•:. 


3 <  • .  5% 


U  .Li 


PH.  i 


1  7 .  o  'ii 


15.  4" 


i  4 .  J 


I  '.  1% 


,  (.5 


5.  8ii 


.  'll 


Averages  of  mean  scale  values  shown 
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Table  5.  12  compares  how  positive  p  ropens  ity  men  for  the 
active  services  and  National  Guard/Reserves  view  the  achievability 
of  life  goals  in  military  life  compared  to  civilian  life.  Except  for 
"recognition  and  status",  which  both  positive  propensity  groups  rate 
equally,  there  is  a  tendency  for  men  with  a  positive  propensity  for 
the  active  services  to  rate  life  goals  as  slightly  more  achievable  in 
the  military  than  men  with  a  positive  propensity  for  reserve  com¬ 
ponents.  The  differences  are  always  very  small  in  magnitude, 


however. 
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TABLE  12 


ACHIE VA  R [LIT V  OF  LIFE  GOALS 
RATINGS  BY  INDIVIDUALS  WITH  POSITIVE  PROPENSITY 
FOR  THE  ACTIVE  SERVICES  AND  RESERVE  COMPONENTS' 


Active  Services  Reserve  Components 


Learning  as  much  as  you  can 

2.  40 

2.  32 

Developing  your  potential 

2.  45 

2.  55 

Doing  challenging  work 

2.  32 

2.  41 

Working  for  a  better  society 

2.  63 

2.  66 

Being  able  to  make  your  own  decisions  on  the  job 

3.  4? 

3.  6  2 

J  ob  sec u  r  ity 

2.  23 

2.  28 

Making  a  tot  of  money 

3.  47 

3.  61 

Adventure  and  excitement 

2.  06 

2.  10 

Helping  other  people 

2.  66 

2.  71 

Personal  freedom 

3.  61 

3.  83 

Having  the  respect  of  friends 

2.  67 

2.  68 

Recognition  and  status 

2.  4  4 

2.  44 

Scale:  +1  -  Much  more  likely  in  the  military 

+  2  =  Somewhat  more  likely  in  the  military 

+  3  =  Either  civilian  or  military 

+  4  =  Somewhat  more  likely  in  civilian 

+  5  -  Much  more  likely  in  civilian 

*  Differences  have  been  averaged  to  give  equal  weight  to  each  service. 
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5 . 8  Summary  Comments  on  Active  Services 

From  this  analysis  of  positive  and  negative  propensity  groups  a 
profile  has  emerged  which  characterizes  the  likely  candidates  for  active 
duty  military  service?  Findings  from  previous  waves  provide  confirmation 
that  the  high  propensity  young  man  in  contrast  to  his  low  propensity  peers 
can  be  characterized  as: 

Demographics 

•  Younger 

0  More  likely  to  be  unemployed 

•  More  likely  to  be  non-white 

•  Less  educated 

4  Having  a  less  educated  father 

4  Having  lower  values  on  the  Quality  Index 

Attitudes,  Beliefs,  Values 

4  Feeling  that  important  job  attributes  can  be  found  in  the 
military 

•  Believing  that  the  military  is  relatively  more  likely  to 
•  enable  achievement  of  life  goals 

0  Underestimating  military  starting  pay 

•  Relatively  more  motivated  to  enlist  should  pay  be 

increased  $50  a  month 

Environmental /Behavioral  Variables 

0  Having  had  recent  contact  with  a  recruiter 

4  Having  sought  information  on  a  military  career  by  mail 

or  by  phone 
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•  Having  taken  an  Armed  Services  test  at  a  recruiting 

station  or  in  high  school 

•  Having  discussed  entering  the  military  with  parents  or 

friends 

•  Feeling  that  his  parents  are  more  favorable  to  his  en¬ 
tering  the  military 


SECTION  VI 


KNOWLEDGE  AND  PREFERENCES  CONCERNING 
EDUCATION  BENEFIT  PROGRAMS 
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SECTION  VI 


6 ,  I  Knowledge  and  Preferences  Concerning  Educational  Benefit  Programs 
The  design  of  the  tracking  study  allows  the  acquisition  of  additional 
information  by  adding  new  questions.  Often  this  may  be  done  only  for  a  single 
wave,  but  if  the  information  is  found  to  be  particularly  useful,  the  issue  can 
be  monitored  on  an  ongoing  basis.  Such  new  items  are  best  inserted  late  in 
the  questionnaire  so  that  they  cannot  confound  wave-to-wave  comparisons  of 
selected  survey  measures. 

In  Spring  1976  a  set  of  questions  about  knowledge  of  the  GI  Bill  was  in¬ 
troduced  on  a  one-time  basis.  It  was  found  that  young  men  had  a  general 
understanding  of  the  educational  benefits  available  in  the  Armed  Services,  but 
that  the  specifics  of  the  GI  Bill  were  poorly  understood.  Positive  and  negative 
propensity  individuals  did  not  differ  significantly  on  overall  knowledge. 

The  present  survey  included  four  new  questions  about  educational  bene¬ 
fits.  Question  14  assessed  knowledge  of  the  current  educational  benefit  pro¬ 
gram  in  which  the  government  contributes  $2.  00  to  an  educational  savings  account 
for  every  $1.00  which  an  individual  contributes.  Respondents  were  required 
to  identify  this  program  from  among  three  possible  alternatives.  Each  alterna¬ 
tive  received  20-40  percent  of  the  choices  (Table  6.  1).  This  suggests 
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TABLE  6.  1 

KNOWLEDGE  OF  CURRENT  EDUCATION  BENEFIT  PROGRAMS 


Benefit  Alternatives 

Positive 

Propens  itv 

Negative 

Propensity 

Eligible  for  up  to  36 
months  of  tuition  assistance 

28.  7 

30.  2 

Government  adds  $2.00  for 
every  $1.00  saved* 

39.  9 

31.  2 

Eligible  for  up  to  18 
months  of  tuition  assistance 

20.  7 

20.6 

Don't  know/No  answer 

10.  8 

18.0 

Base:  All  Respondents 


Correct  alternative.  The  difference  between  the  positive  and  negative 
propensity  groups  is  statistically  significant. 


Source:  Qu.  14 
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that  considerable  guessing  ucurred.  The  positive  propensity  group  selected 
the  correct  program  (i.e.  ,  government  adds  $2.00  for  every  $1.  00  saved) 
more  often  than  the  incorrect  alternatives,  and  significantly  more  often  than 
the  negative  propensity  group.  Hence,  it  appears  that,  while  knowledge  of  the 
specifics  of  the  current  educational  benefit  is  not  very  great:,  positive  propensity/ 
men  are  somewhat  more  informed  than  negative  propensity  men. 

Variations  in  the  level  of  the  individual's  contribution  to  this  program 
were  examined  in  the  succeeding  question.  The  findings  in  Table  o.Z  show 
that  {he  maior.ly  of  respondents  indicated  that  they  would  participate  if  savings 
■  f  $2r>,  '  SO  (correct  minimum  alternative)  or  $75  (correct  maximum  alterna¬ 
tive'  per  month  were  required,  but  that  an  optional  $25  level  was  preferred  by 
the  create  nt  number.  At  each  level  of  individual  saving  for  the  program,  posi¬ 
tive  propensity  men  reported  a  greater  expected  participation  than  negative 
pm  per.  site  e  e!‘. 

I  i  sumio.irv  f  it  appears  that  there  is  little  knowledge  about  the  current 
►•dm  atio'ia!  benefits  plan.  Positive  propensity  men  are  somewhat  more  fami¬ 
liar  wit.ii  if  than  negative  propensity  men.  Likewise,  they  report  greater  ex¬ 
pected  pa  it  it  ipat  in  n  irrespective  of  the  level  of  required  savings.  For  all  men 
the  lowest  level  of  required  savings  was  the  most  popular. 
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TABLE  6.2 


EXPECTED  PARTICIPATION  IN  ALTERNATIVE  EDUCATIONAL  PROCRAMS 


Alte  r  native  I  ’rug  r  am  s 


Percent  Indicating  That  They  Would  Participate 

Positive  Negative 

Propens  ity  Propensity 


If  you  hail  to  save 

Li 5  a  month  79.2  7>.0 


if  vou  had  to  sa  •/<■ 

?.S0  a  month  .  72.1 


if  1  »u  had  to  sav e 

3 7 5  : t  1 ;  1 1  .•  r  1 1 h  t>2.  i  8 t / .  5 


It,,  st*:  All  h  e  sponde  nt  3 

CD. met  alternatives.  The  difference  between  the  positive  and  negative  propensity 
groups  is  statistically  significant  for  all  alternatives. 


Source: 


Uu.  1 5a,  b,  c: 
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Because  respondents  are  weighted  unequally  it  is  not  correct 
to  assess  standard  errors  by  methods  which  would  be  appropriate  with 
unweighted  data. 

Hence,  standard  errors  were  compiled  for  all  those  variables 
reported  at  the  national  level  using  a  replicated  sample  procedure  developed 
by  W.  E.  Doming  for  use  with  weighted  data  (Proceedings  of  the  ASQC, 

June  5 ,  1061). 

Standard  errors  estimated  in  this  way  averaged  10  percent 
greater  than  those  obtained  by  applying  the  procedures  ordinarily  used 
with  unweighted  data. 

The  accompanying  tables  provide  (>S \  confidence  intervals  for 
percentages  observed  in  this  study  which  are  ten  percent  larger  than  those 
obtained  by  ordinary  binomial  methods. 
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APPENDIX  II 

TRACKING  AREA  CONCEPT 

I'he  "Tracking  Area"  concept  is  an  integral  part  of  the 
jectivesr.  It  is  designed  to  allow  each  Service  to  relate  the  fi 
one  or  several  recruiting  districts.  Each  Service  has  a  diffe 
her  of  recruiting  districts  with  some  local  discretion  as  to  a< 
and  recruitment  allocations.  A  Tracking  Area  represents  th 
ality  among  Services.  Data  collection  and  analysis  based  on 
Areas  allows  comparison,  evaluation,  and  goal  setting  within 
Service  on  a  local  basis. 

The  Tracking  Areas  were  constructed  around  these  cri 
1)  to  limit  the  number  of  Army  District  Recruiting  Command! 
Recruiting  Districts,  Air  Force  Recruiting  Detachments  and 
Corps  Recruiting  Stations  to  three  each  or  less  per  Tracking 
to  see  that  the  TA's  have  a  high  commonality  among  services 
high  percentage  of  the  counties'  Military  Available  being  com 
four  Services,  and  3)  to  represent  regionally  meaningful  clus 
recruiting  districts  for  i  Services. 

For  purposes  of  tins  research,  ZC  TA's  were  defined  w 
count  for  every  county  m  the  Continental  United  States.  This 
provides  lor  national  conclusions  to  be  drawn  from  the  survey 
as  well  as  individual  findings  for  the  1(>  TA's. 
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Since  each  Tracking  Area  is  to  contain  undivided  Recruiting  Dis 
tricts  for  each  Service,  some  counties  occur  in  more  than  one  TA. 
For  all  26  areas  the  cumulative  overlap  is  13  percent. 

The  percentage  of  Military  Availables  in  the  United  States  ac¬ 


counted  for  by  varying  numbers  o 
follow  s : 

N  umber 
of  TA's 

Top  5 
Top  10 
Top  13 
Top  15 
Top  18 
Top  20 
All  26 


tracking  areas  is  approximately  as 

Percent 

Military  Available 

28.  7 
52.  9 
65.  1 
72.  2 

*  81.2 

86.  8 
100.  0 
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APPENDIX  III 

WEIGHTING  OF  R  ESPON DENTS 

The  need  to  compare  characteristics  of  individual  tracking  areas 
leads  naturally  to  a  study  design  in  which  the  numbers  of  respondents  in 
each  tracking  area  are  approximately  equal.  However,  since  the  track¬ 
ing  areas  contain  unequal  numbers  of  military  availables,  we 
cannot  estimate  national  statistics  by  simply  adding  up  the  data  for  all  the 
respondents;  respondents  in  larger  tracking  areas  should  be  weighted 
more  heavily  than  those  in  smaller  tracking  areas. 

The  respondent  weighting  system  used  in  this  wave  represents  an 
improvement  over  that  of  earlier  waves.  In  the  first  two  waves  each 
respondent  was  classified  into  one  of  156  cells  on  the  basis  of  tracking 
area,  age,  and  race  (13  tracking  areas  x  6  age  categories  x  Z  races  =  156 
cells).  The  actual  number  of  military  availables  corresponding  to 
each  cell  was  estimated  from  census  data.  The  weight  for  respondents  in 
a  cell  was  then  simply  the  estimated  number  of  militar y  available s 
corresponding  to  that  cell  divided  by  the  number  of  respondents  in  the  cell. 

The  problem  with  that  weighting  method  was  that  for  some  cells 
with  few  respondents  (such  as  blacks  in  certain  age  categories  in  certain 
tracking  areas)  the  denominator  of  the  weighting  fraction  was  quite  variable. 
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This  led  to  weights  that  varied  considerably  from  cell  to  cell,  an  unde¬ 
sirable  property  since  it  leads  to  some  loss  of  statistical  precision  in 
the  data. 

The  weighting  system  used  in  the  current  wave  is  somewhat  dif¬ 
ferent  in  principle,  in  that  fewer  weights  are  required.  One  weight  is 
computed  for  each  tracking  area  and  another  for  each  age/race  combi¬ 
nation.  The  weighting  constant  for  each  cell  is  simply  the  product  of 
the  appropriate  tracking  area  and  age/race  weights. 

Since  fewer  weights  are  computed  by  this  method  (26  tracking 
areas  plus  12  age/race  combinations  -  38)  than  by  the  old  method 
(12  x  26  =  312)  they  are  much  more  stable  and  the  variation  between 

effective  weights  applied  to  individual  cells  is  reduced  substantially. 

This  should  lead  to  some  increase  in  statistical  precision. 

For  purposes  of  comparison  the  Spring,  1976  wave  of  the  study  was 
retabulated  using  the  same  technique.  All  results  for  Spring,  1976  in  this 
report  are  based  on  the  new  weighting  technique,  and  will  therefore 
differ  slightly  from  results  as  originally  reported. 
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APPENDIX  IV 

ADJUSTMENT  IN  PROPENSITY 

The  Youth  Attitude  Tracking  Study  contains  two  questionnaire 
items  nn  military  enlistment  propensity.  One  item  covers  voluntary 
mentions  of  military  service  as  something  a  young  man  might  do  in  tin- 
next  few  years  (Q.  3 i ) .  The  second  item  is  a  f  treed  rating  of  like¬ 

lihood  of  joining  the  military  service  (Q.  5a). 

i  he  two  propensity  measures  have  been  highly  »  or  related  in  past 
tracking  surveys.  As  one  propensity  measure  increased,  the  other 
measure  also  increased.  C'onversly,  as  one  measure  decreased,  the 
other  also  decreased.  With  knowledge  oi  the  statistical  relationship 
between  the  two  measures  and  given  the  value  of  one  ■  .1  'he.  propem  Re¬ 
measures,  one  can  estimate  the  value  of  the  second  propensity  measure. 
This  procedure  was  followed  in  estimating,  given  voluntary  propensity, 
what  the  forced  propensity  rating  value  would  have  been  tor  each  military 
service  if  the  "top-of-mind"  awareness  question  had  not  been  asked. 

The  adjustment  serves  to  remove  from  the  forced  propensity  measure  anv 
distortion  introduced  by  placing  a  new  ''top-of-mind"  awareness 
question  in  this  questionnaire  between  the  voluntary  and  forced  propensity 


measures. 
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The  propensity  adjustment  was  computed  by  regressing  average 
enlistment  propensity  for  the  four  active  services  on  unaided  mention  of 
the  military  as  a  career  choice  for  Fall  1975,  Spring  1978  and  Fall  1976. 
The  relationship  between  average  propensity  and  unaided  mention  of  the 
military  was  linear.  This  regression  line  had  a  slope  which  was  virtually 
identical  to  the  slope  of  the  regression  of  unaided  mention  with  each  of 
the  services.  Figure  l  illustrates  the  relationship  between  propensity 
and  unaided  mention  of  the  military  as  a  career.  This  slope  had  a 
value  of  1.  125.  Using  Fall  1976  to  Spring  1977  reference  points,  un¬ 
aided  mention  of  the  military  as  a  career  dropped  from  6,2%  to  4.  5%, 
a  drop  of  1.7  percentage  points.  If  1.7  is  multiplied  by  the  regression 
slope  of  1.  125  the  result  is  1.91.  This  represents  the  drop  in  average 
propensity  we  would  have  expected  if  the  "top-of-mind"  question  had  not 
been  asked. 

The  expected  average  propensity  for  Spring  1977  is  derived  by 
subtracting  1.91  from  10.6  (the  average  propensity  for  Fall  1976).  The 
result  is  8.7.  This  8.7  is  what  the  average  propensity  for  Spring  1977 
would  have  been  without  the  "top-of-mind"  question.  The  observed 
average  propensity  is  13.4.  The  difference  between  the  expected  and 
observed  figures  is  4.7.  This  4.7  is  the  correction  factor. 
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YOUTH  ATTITUDE  STUDY 
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*4.  rl  .'t  1-4(13,  ln«...  1 00  S.  Wacker  Drive,  Chicago.  Illinois-  l»0ol)<>  OMli  #22-R-0339 


M.irk*  :  i-.  els  Ri  f-r.  _ _ _____ 

.  i  H  St .*  lion  ____  ___  ___ _ 

Time  In L .  Began  _____  A\l/ PM 


MILITARY  SERVICE  S1UDY 

-  SerreninK  Querftion.v  - 


_  P .  _  __ 

Tinu-  Ended  _____  AM/ PM 

(UJ.  ")  » 


Qu.  # _ 

U-4) 

5i4 

6  8 

r - » - 


€ 


MV 

i . 


V  OL)l  w  i  1  IO  USED: 


A  1 


13 


) 


un 


1  ’here  1  v*«anj;  man  in  your  household  in  this  age  group?  (DO  NOT  INCLUDE  SUNS  LIVING  AW  AY 
A  l  >C  H  001-.  > 

Y<**  - 7  No  2  • 


7 


Jit'H  MiNA  1 E  AND  KEC'.TvD  ON 
CALL  RECOkB  SULK.  AS  "NQn") 


How  tr  -iy  (young  men  are  there  in  your  household  between  the  ages  of  lb  and  21)? 

2  3  1  S  or  more  ________  (W  RUB."  IN  NUMBER)  (22) 

VVhai  is  his  .»*•  .  pleas'?  (What  are  their  ages,  please  --  please  start  with  the  oldest.)  (RECORD  BELOW.) 


Currently 
a  Jr.  or  Sr. 
in  Collect 
or  in 


Qu.  3b 
Now 


In  Military  Service, 
National  Guard  or  Reserves 


Qu.  3c 


Qu.  id 
Will  Be 


!•_  17 

Il 

IS 

20 

LL 

Yes 

No 

Yea 

No 

Yes  No  Yes 

No 

(I) 

1  2 

la 

[  .4 

!  *> 

i  b 

_Jl 

2 

i  -1 

2 

i—i  ..J.  LiJ 

L_B 

(23-27) 

(2) 

L.l  i  2 

a 

4 

s 

1  6 

L  .1 

L2 

i.  .i 

1-2 

LjI  1.2  i  I 

i_2 

(28-32) 

(il 

r  i  l* 

.3 

Ia 

5 

•  _b 

L  1 

:.j2 

L  il  . 

l  2 

L  .1  t  .2  :_i 

(33-  37) 

(4) 

1..I  f;  2 

r 

r<4 

(  6 

[  b 

)l 

:  V 

pi 

.  J2 

- 1  i  i  Li 

2 

(30-42) 

3a. 

DF  I  ERMINE  FOR  FACH)  la 

i  (NAME 

FIRST 

AGE)  currently  a 

Junior 

or  Senior  in  college  or  ; 

ittenamg 

Graduate 

School? 

(RECORD 

ABOVE. 

i 

ib.  (DETERMINE  FOR  E  AO 1 )  Is  he  currently  in  military  service.  National  Guard  or  the  Reserves? 

(  i  HIS  DOES  NOT  INCLUDE  ROTC.  )  (RECORD  ABOVE.) 

3c.  (DKlFFMlNE  FOR  F.ACH)  Has  he  ever  served  in  military  service.  National  Guard,  or  the  Reserves? 
(THIS  DOES  NOT  INCLUDE  ROTC.)  (RECORD  ABOVE.) 

3d.  (DETERMINE  FOR  EACH)  Has  he  been  accepted  for  service  in  a  branch  of  the  Armed  Forces  and  now 
is  waiting  for  the  date  when  he  is  to  go  on  active  duty?  (THIS  DOES  NOT  INCLUDE  ROTC.)  (RECORD 
__  ABOVE.  ) . 

NOTE:  QUALIFYING  MALES  ARE  THOSE  WHO  ANSWERED  "NO"  1  O  QU.  3a,  3b,  3c  AND  3d.  LIST  THE 
AGES  OF  THE  QUALIFYING  MEN  BELOW  (STARTING  WITH  THE  OLDEST)  AND  CIO  TO  YOUR 
"RESPONDENT  SELECTION  SHEET"  TO  DETERMINE  WHO  TO  INTERVIEW.  THEN,  "X"  ONE  OF 
THE  BOXES  BELOW  IO  INDICATE  WHETHER  OR  NOT  AN  INCENTIVE  IS  OFFERED  (THIS  IS 
NOTED  ON  YOLK  TELEPHONE  LISTING  SHEETS). 

$i.  00  incentive  [  $2.  00  incentive  Llk?  No  incentiv.  ,  J  ^INT E RV IE W^ 

READ  THE  FOLLOWING:  Since  the  rest  of  this  interview  asks  for  the  opinions  of  young  men,  may 
I  please  talk  to  (NAME  SELECTED  RESPONDEN  T)'t  You  may  tell  him  we  will  send  him  (NAME 
AMOUNT  OF  INCENTIVE)  to  thank  him  for  helping  us. 


_ Ane»  and  Firm  N*me,  of  Qualilvinit  M»le» _ 

(Oldest)  l.  _ _ 

(Next  Oldest)  2. _ 

(Next  Oldest)  J.  _  ___________________ 

(Next  Oldest)  *. _ 

MAKE  UP  TO  FIVE  CALLBACK  APPOINTMENTS  TO  COMPLETE  INTERVIEW  WITH  MALE  SELECTED.  IF 
UNABLE  TO  CONTACT.  RECORD  NAME,  ADDRESS  i.  TELEPHONE  NUMBER  ON  SHEET  PROVIDED. 


1st  App't: 

2nd  A^» 't: 

Date 

Time 

Result: 

Date 

T  inn- 

Re  -  tilt: 

3rd  AppT: 

4th  App't: 

5th  App't; 

KEEP  TRACK 

Dmte 

Time 

Result: 

Date 

Time 

Result: 

Date 

T  Ime 

Result: 

OF  TERMINATES. 

untuis  Mtid-.  ir  uine.  jii^ 

HOUSEHOLD  QUALIFIES  OR  IF  ~  ^ 

NO  INTERVIEW  IS  CONDUCTED 

|  (43) 

(44-78  open) 
80-1 

TELEPHONE  NUMBER 
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Mll.1'1  AHY  SKR VICE  SI  UDY 
(Qualified  Re  spondent) 


Market  Facta'  Repr.  _ _ _ 

Field  Station  ___ _ _ _ 

1  im©  Interview  Began  _______  AM/PM  lime  Ended  _ AM/ PM 


Cd.  #2 
(Dup.  1-4) 


CHECK  INTRODUCTION  USED  ON  SCREENING  PAGE.  USE  CORRESPONDING  "MAIN  INTERVIEW 
INTRODUCTION." 


3a.  Firat  of  all,  just  to  be  sure  lam  interviewing  the  right  person,  what  is  your  age  please? 


16.  . 

.  .Mi 

19  .  . 

17  .  . 

.  .n> 

30  .  , 

.  .  L  & 

18.  . 

.  .[  a 

21  .  , 

.  .Lib 

3b.  Are  you  attending  school  now? 

Yea  l  - ►  (ASK  QU.  3c  AND  THEN  SKIP  lO  UU.  3f)  (o) 

No  2 - ►  (SKIP  TO  QU.  3d) 


3c. 


What  is  your  current  year  in  school?  (IF  NECESSARY,  ASK:)  What  type  of  school  is  it? 


10th  Grade  (High  School)  ......  I 

11th  Grade  (High  School) . 2 

12th  Grade  (High  School) . 3 

First  year  of  special  training  in 

vocational  or  trade  school  ....  4 
Second  year  of  special  training  in 

vocational  or  trade  school.  .  .  .  ^ 


1st  year  of  4-year  college  (Freshman)  .  .6 
2nd  year  of  4-year  college  (Sophomore)  .7 
1st  year  of  Junior/ Community  college  .  .8 
^nd  year  of  Junior/Communny  college  ■  .9 
3rd  year  of  college . 0 

•Ufa  vti tf.gi  sgjfcgy  sr  marc .  .  .  .  .  ■  ■  ■* 


17) 


TERMINATE 


3d.  Are  you  a  high  school  graduate? 


Ye.  1  - ►  (SKIP  TO  QU.  3f) 

h 

(M 

0 

2 

(8) 

3e. 

How  many  years  of  schooling  have 

you  completed? 

Tress  than  1  year  of  High  School  . 

.  0 

2  year»  of  High  School.  .  .  . 

(9) 

1  year  of  High  School . .  . 

.  1 

3  years  ot  Hi.fh  *ch»  '1. 

Are 

you  currently  employed? 

Ye.  1-^, 

No  t  y 

(IP) 

3«- 

Are  you  working  full  time  or 

3h.  Are  you  currently  looking  for  a  job, 

part  time  ? 

or  not  ? 

Fulltime  1  (11) 

Part  time  2 

Yes  1  No  2  (12) 

3i.  Now,  let's  talk  about  your  plans  for  the  at  xl  few  years.  What  do  you  think  you  might  be  doing? 

(DO  NOT  READ  LIST.  PROBE  WITH  "ANYTHING  ELSE?",  ETC.,  UNTIL  UNPRODUCTIVE.) 


Going  to  .chool  [j  Working  [  J  Doing  nothing  Li 

Military  (RECORD  BELOW.  IF  RESPONSE  IS  "JOIN  THE  SERVICE,"  DETERMINE  BRANCH 
AND  TYPE,  IF  BRANCH  OF  SERVICE  ONLY  IS  MENTIONED,  DETERMINE  TYPE. 
IF  TYPE  OF  SERVICE  ONLY  IS  MENTIONED,  DETERMINE  BRANCH. 

_ fyot  of  Service _ 


Active 

.Bm 

. 1 

National 

Guard 

Don't  Know 
Tvoe  __ 

Air  Force . 

2 

3 

4 

UM 

Army . . 

. 5 

b 

7 

8 

Coast  Guard  ........ 

0 

— 

R 

Marine  Corps  ....... 

2 

— 

J 

<U) 

N»vy . 

5 

... 

6 

Don't  know  branch . 

. 7 

K 

9 

0 
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-»].  How  i'ury  or  difficult  ia  it  for  buim-onr  of  your  ag.  t>,  g.-t  «<  full  time  mb  in  your  area?  Would  you 
say  it  »*•  tmosl  in  i  possible.  vory  difficult,  somewhat  difficult  or  nut  difficult  at  all?  (RECORD 


How  si  out  getting  a  pa  :  t  I  a » _«j<-  job  -  -  would  you  bay  it  i«  almost  impos  si  Lit- ,  very  difficult,  somewhat 
difficult  or  t>oi  diftn  i.lt  a*  all?  (HKC’ON L)  B!  1  OW.) 

'j.  3k. 

J  ull  I  me  Hart  T ime 


Altnubl  lmposS  ibli- . I  'IS) 

Vi  !  y  lit;  i<  ull . 

Soiniwhat  difficult . 3 

Not  diltn  alt  at  all . 4 


1  lib) 

2 

3 

4 


Don't  know* 


4a.  Via  n  I  mention  "Armed  Siuvicrs  '  or  "mill!  i  ry,  ”  whicli  branch  of  Service  do  you  think  ot  first? 

(I»'J  \ur  l< !•'  '  1 '  Al.  1  F!i  NATIVI*  ANSWFKS.  lilCOMU  BF.i-O^  .  ) 

to.  i*'h.»t  *■»  ni  x'  '•■•»'nch  .  ou  ihii».  oi  ?  (DO  NuT  READ  \I.  l  KRN A  1 IVE  ANSWFRS.  RECORD 


i  irst 

Second 

All  Other 

‘  lentjon 

Mention 

Mentions 

(17) 

(IB) 

(19) 

Aii  f  .m  •  e  . . 

Armv .  . 

. 1 

. 2 

2 

1 

2 

(  «♦..»  Cu«l  .1 . 

3 

3 

in**  '  -i  :>s  .  .  ..... 

4 

4 

•IV . 

. S 

b 

5 

None  .  .  . 

0 

0 

Now  I’m  -»oi '<•  1*1*11  d  you  a  list  ot  several  ihiiu-s  which  young  men  your  age  might  do  in  the  next 
,'i  ars.  t  or  «  v  h  one  I  read,  please  tell  me  how  likely  it  is  that  you  will  be  doing  that.  For  in- 
.'in,  '  how  Uk.  ly  is  it  that  you  would  bi  ...  (READ  STATEMENT)?  Would  you  aay  "Definitely,  " 
"ProbwMv.  -l-t  >»ly  Not.  'or  "Defiiutuly  Not?" 


Don 't 

Probably  Dt-finitely  Know/ 
Definitely  Probably  Not _ Not  _  Not  Sure 


V\ori.ini'  a 

.i  l«i!»u:er  on  cuiislrm  ion  jobs  . 

.  .  .  .  1 

2 

3 

4 

5 

(20) 

V'  orkin- 

a  •!«  iK  iii  a  business  ot/n  e  .  ,  . 

.  .  .  .  1 

2 

3 

4 

5 

(21) 

r 

- „  I  WjJ 

•he  miiitarv . 

.  .  .  .  I  .. 

2 

O 

3 

4 

5 

(22) 

•?  .. 1  '• 

or  .  ..  ■> 

;>1«  sman  • 

.  .  .  .  1 

2 

3 

4 

5 

(23) 

•  •  i 

oor\i.. 

<:•  National  Gua rd  .  .  . . 

■  ...  1~7 

2 

3 

4 

5 

(24) 

If* 

ihie  the  Air  National  hiuardf  jl  or 

the  Army  National  Uuard  Lj2? 

Don't  Know  L  3 

> 

(25) 

.  » 

*>.  <  .in-'  ii. 

2 

~2 

3 

4 

5 

(26) 

c 

hr  *  viic  Air  Force  ^  Army 

lb  ji-rvc  Reserve 

Co a  st  Liua  rd 

Marine  Corps  or  Navy 

Dcn'1  t) 

p 

Reserve 

5 

Rr  s 

••  rve 

Reserve 

Know 

<  ) 

x  r  i ig  in 

..»<  Air  1  o rev  (a<  .  i\e  duty)  .  .  . 

. . . .  i 

2 

3 

4 

5 

(28) 

i  i 

>  i  :i  j  in 

tin  Arun  (active  duty) . 

.  .  .  .  1 

2 

3 

4 

5 

(29) 

<  ) 

S*  r  .  ing  in 

ihc  *  u.ial  Guard  (active  duty)  .  . 

. . . .  i 

2 

3 

4 

5 

(30) 

»  > 

>Se  r\  ing  in 

lit.  Marine  Corps  (arti\c  duty)  . 

.  .  .  .  1 

2 

3 

4 

5 

(31) 

<  > 

Se  rvii/:  i 

ilu  'xu  Itsiisjulatxl ■  ■  > u_ 

■ .  .  _ 

-i. 

_ 

3 

4 

5 

(32) 

f/.SK  UU.  5b-5c  II  If  FINITELY  "  UK  PROBABLY"  lO  ANY  OF  IHE  5  SERVICES  OR  NATIONAL  GUARD' 
RESERVES,  OR  iO  MiJ-1  i  ARY  SERVICE  IN  GENERAL  (BOXED  ITEMS).  OTHERWISE,  SKIP  TO  QU.  6.  ASK 
UC.  50  SEt/AR  UE!  V  FOR  "ACTIVE  DUTY"  AND  FOR  NATIONAL  GUARD/RESERVES.) 


5b. 


When  do  you  ‘bink  you  will  join  (military  •crvice/NatlOnal  Ouard/Reservos)?  (RECORD  BELOW.) 


AyUVB-gittJ 


Yithin  6  months  .  . . * . 1  (3  3) 

Between  6  months  and  one  year  . . 2 

More  than  1  year  hut  less  than  2  years  .......  3 

2  years  or  mure  ...  ..........  . . 4 

'on't  know  . . 5 


Cwrfa/fipnmE 

»  (34) 

2 

3 

4 

5 


Do  you  expect  ,mu  would  enter  th<»  ♦er^icc  #»  ,.u  ••nli.*ui*«l  man  cr  as  an  officer? 


(35) 


\u listed  man 
Jfflcor ...  t 


1 
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6a.  I'd  like  to  read  several  statements.  After  I  read  each  statement,  please  tell  me  how  important  you  feel 
it  would  be  if  you  were  considering  joining  the  service.  Here's  the  first  one.  (READ  STATEMENT) 

Do  you  consider  that  Extremely  Important,  Very  Important,  Fairly  Important,  or  Not  Important  At  AU? 
(REPEAT  FOR  EACH  STATEMENT) 


START 

Extremely 

Very 

Fairly 

Not 

Important 

Don't 

HERE 

(  )  Gives  you  an  opportunity 

to  better  your  life . 

_ Imp. _ 

.  .  .  1 

ftme. 

2 

Iron. 

3 

At  AU 

4 

Know 

5 

(36) 

(  )  Train#  you  for  leadership  •  •  .  .  # 

.  .  .  1 

2 

3 

4 

5 

(37) 

(  )  Teaches  you  a  valuable  trade 

or  skill . 

.  .  .  1 

2 

3 

4 

5 

(38) 

(  )  Helps  you  get  a  college  education 

while  you  serve . . 

.  .  .  1 

L 

3 

4 

5 

(39) 

(  )  Allow#  you  to  see  many 

different  countries 
of  the  world.  .  . . 

.  .  .  1 

2 

3 

4 

5 

(40) 

(  )  Provides  good  benefits  for 

you  and  your  family . 

.  .  .  1 

2 

3 

4 

5 

(41) 

(  )  Is  a  career  you  can  be 

proud  of . . 

.  .  .  1 

2 

3 

4 

5 

(42) 

(  )  Has  other  men  you  would 

like  to  work  with . 

.  a  .  1 

2 

3 

4 

5 

(43) 

(  )  Gives  you  the  job  you  want  ..... 

.  a  .  1 

2 

3 

4 

S 

(44) 

(  )  Gives  you  a  job  which  ia 

challenging  .  . . 

.  .  .  1 

2 

3 

4 

5 

(45) 

(  )  **ys  well  to  start.  . . 

.  .  .  1 

2 

3 

4 

5 

(46) 

6b.  I'm  going  to  read  th«  iniinunti  again.  Th«  lir.t  one  ia  . . .  (READ).  Do  you  think  thi.  ia  true  of  any 
of  th»  aervice.,  or  not? 

6c.  (IF  "YES"  TO  QU.  6b  ASK:)  Whirh  an.  aerviee  i.  this  moat  tru.  of?  (SINGLE  RESPONSE 
ONLY) 


Qu.  6b  Qu.  6c 

True  of 


START 

Ji£B& 

(  )  Gives  you  an  opportunity 

to  better  your  life. . 

An 

Xu 

.  .  l 

f  Ser 

Ha 

2 

£i£f — 

Don't 

Know 

3 

(47) 

Air 

£au* 

1 

Army 

2 

Coast 

Guard 

3 

mt 

Marine 

Corot 

4 

Hath. 

5 

Don't 

Know. 

6 

(58) 

(  )  Trains  you  for  leadership.  .  . 

.  .  l 

2 

3 

(48) 

l 

2 

3 

4 

5 

6 

(59) 

(  )  Teaches  you  a  valuable  trade 

or  skill . 

.  .  l 

2 

3 

(49) 

l 

2 

3 

4 

5 

6 

(60) 

(  )  Helps  you  get  a  college 

.  education  while  you  serve  . 

.  a  1 

2 

3 

(50) 

1 

2 

3 

4 

5 

6 

(61) 

(  )  Allows  you  to  see  many 

different  countries  of  the 
world  . . . 

.  .  1 

2 

3 

(51) 

1 

2 

3 

4 

5 

6 

(62) 

(  )  Provides  good  benefits  for 

you  and  your  family  .... 

a  a  1 

2 

3 

(52) 

1 

2 

3 

4 

5 

6 

(63) 

(  )  la  a  career  you  can 

be  proud  of . 

.  .  1 

2 

3 

(53) 

1 

.< 

4 

5 

6 

(64) 

(  )  Has  other  men  you  would 

like  to  work  with . 

.  .  1 

2 

3 

(54) 

1 

2 

3 

4 

5 

6 

(65) 

(  )  Gives  you  the  job  you  want  .  . 

.  .  1 

2 

3 

(55) 

1 

2 

3 

4 

5 

6 

(66) 

(  )  Gives  you  s  job  which  is 

challenging . 

.  .  1 

2 

3 

(56) 

1 

2 

3 

4 

5 

6 

(67) 

(  )  Af.  wall  to  .tart . 

.  .  1 

2 

3 

(57) 

1 

2 

3 

4 

5 

6 

(68) 
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7a. 


If  you  were  advising  a  friend  who  was  thinking  of  entering  a  Service, 
which  Service  would  you  recommend?  (DO  NOT  READ  ALTERNATIVE 
ANSWERS. ) 


Air  F orce  ...  A 

Army . 2 

Coast  Guard  .  .  .3 


Marine  Corps  .  .4 


Navy . 5 

None . 0 


7b.  Will  you  please  tell  me  everything  you  remember  about  the  advertising 
for  the  Army  Reserve  or  Army  National  Guard  that  you  have  seen  or 
heard  recently.  (PROBE:)  What  did  the  advertising  say?  What  did  it 
show?  What  was  the  main  idea  the  advertising  was  trying  to  get  across? 


Have  not  seen  advertising . . . 0  SKIP  TO 

Have  seen  advertising,  can't  remember  content  .  ,  Xj  QU.  7d 


] 

(69) 


7c.  How  do  you  feel  about  the  advertising  for  the  Army  Reserve  or  Army 
National  Guard?  Would  you  say  it  was,  personally..,.  (READ 
ANSWER  ALTERNATIVES.  ) 


Very  meaningful  to  you . 1 

Somewhat  meaningful  to  you.  . . 2 

Not  very  meaningful  to  you . 3 

Not  at  all  meaningful  tc  you . 4 


7d,  What  do  you  remember  about  the  advertising  for  the  Active  Army? 

(PROBE:)  What  did  the  advertising  say?  What  did  it  show?  What 
was  the  main  idea  the  advertising  was  trying  to  get  across? 


Have  not  seen  advertising . 01  SKIP  TO 

Have  seen  advertising,  can't  remember  content  .  .  X_J  QU.  8a 

7e.  How  do  you  feel  about  the  advertising  for  the  Active  Army?  Would  you 
say  it  was,  personally,..,  (READ  ANSWER  ALTERNATIVES.) 


Very  meaningful  to  you . 1 

Somewhat  meaningful  to  you . 2 

Not  very  meaningful  to  you  . . 3 

Not  at  all  meaningful  to  you . 4 


(73) 


74 

B 

75 


(76) 


(77-79 

open) 

&Q-1. 

Cd.  3 
Dup. 
1-4 
(5-22 
open) 
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Now,  let's  go  on  to  another  subject. 

8a.  In  the  last  six  months,  have  you  had  any  contact  with  a  military  recruiter 
representing  the  active  military? 


Yes  1 


No  2  (SKIP  TO  QU.  8c  ) 


8b.  How  were  you  in  contact  with  the  recruiter?  (READ  EACH 
STATEMENT.  START  WITH  THE  "X'd"  ITEM.) 

In  the  Last 

START  Six  Months 

HERE  Yes  Nc 

(  )  Have  you  gone  to  a  recruiting  station  and  talked 

to  a  recruiter . 1  2 

(  )  Have  you  talked  face-to-face  with  a  recruiter 

somewhere  other  than  at  a  recruiting  station.  ....  1  2 

(  )  Have  you  heard  a  recruiter  give  a  talk  at  your 

high  school . 1  2 

(  )  Have  you  talked  to  a  local  recruiter  by  telephone  ...  1  2 

(  )  Have  you  received  recruiting  literature  in  the  mail  .  .  1  2 


(ASK  EVERYONE)  In  the  last  six  months  (READ  EACH- 
STATEMENT.  START  WITH  THE  "X'd"  T-  ,1) 


Have  yo  :  discussed  the  possibility  of  enlistment 
with  friends  already  in  the  service  or  who  have 
been  in  the  service . . . 1 

Have  you  talked  with  a  teacher  or  guidance  counselor 
at  school  about  possible  enlistment.  .........  1 

Have  you  talked  with  your  girl  friend  or  wife  about 

possible  enlistment  . . 1 

Have  you  talked  with  one  or  both  parents  about 

possible  enlistment . 1 

Have  you  taken  an  aptitude  or  career  guidance  test 

in  high  school  given  by  the  armed  services . 1 

Have  you  made  a  toll-free  call  for  information 

about  the  military . 1 

Have  you  asked  for  information  about  the  military 

by  mail  . . 1 

Have  you  been  physically  or  mentally  tested  at  a 

military  examination  station . 1 
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1  have  several  more  questions  about  military  recruiters. 
SKIP  TO  QU.  9b.  ) 


(IF  "NO"  TO  QU.  8a,  ASK  QU.  9a.  OTHERWISE, 


9a. 


9b. 


Have  you  ever  had  any  contact  with  any  military  recruiter? 

Yes  1—7  No  2  (SKIP  TO  QU.  10) 


V 


(37) 


You  say  you  have  been  in  contact  with  a  military  recruiter#  What  branch  or  branches  of  the  service 
did  they  represent?  {RECORD  BELOW.  PROBE.)  Any  other  military  recruiter?  (PROBE  UNTIL 
UNPRODUCTIVE.  ) 

Marine  Coast  Don't 


Recruiters  represented 

(IF  "AIR  FORCE,  "  "ARMY,  "  OR 
"MARINE  CORPS,  "  ASK:)  Did  the 
(NAME  SERVICE)  recruiter  repre¬ 
sent  the  (READ  ALTERNATIVE 
ANSWERS  -  EXCEPT  FOR 
"DON'T  KNOW")? 


(ASK  QU.  9d-f  FOR  EACH  "ACTIVE" 
RECRUITER  CONTACT  OR  "DON'T 
KNOW"  FOR  THE  AIR  FORCE,  ARMY, 
AND  MARINE  CORPS.  AND  FOR  EACH 
NAVY  OR  COAST  GUARD  CONTACT. 
ASK  ALL  QUESTIONS  FOR  A  SERVICE 
BEFORE  GOING  ON  TO  THE  NEXT. ) 


(39) 

Active  Air 
Force.  .  [jl-7 
Air  Nat, 

Guard.  .  Q 2 
Air  Force 
Reserve.  Q3 
Don 't  Know  04 


<>d. 


0c. 


Did  the  (NAME  SERVICE)  recruiter 
contact  you  first,  or  did  you  contact 
him? 


// 

(40) 


9f. 


Recruiter  contacted  first  .....  1 
Respondent  contacted  first  ....  2 

How  adequate  was  the  information 
you  got  from  the  (NAME  SERVICE) 
recruiter?  Did  he  give  you  ....  (41) 

All  the  information  you 

wanted . 1 

Most  of  it  . . 2 

Or.  Very  little . .  .  3 

Wa*  your  attitude  toward  joining  (NAME 
.<!  RVICE)  more  or  less  favorable  than 
before  you  talked  to  the  recruiter,  or 
didn't  it  change?  (42) 

More  Favorable 
(Ws  s  that  .  . , .  ) 

Much  more  favorable . 1 

or.  Slightly  more  favorable  ....  2 


PWn  '1  Qhqagt . 3 

,Uti  £ »Y9H),felft 
<W».  that  .... ) 

Slightly  leas  favorable  .....  4 
or.  Much  less  favorable . .  5 


Anm 


□h 


Active 
Army  .  . 
(Army  Nat. 

Guard  .  .  (Zj2 
jArmy 

Reserve.  03 
(Don't  Know  Hi 


(44) 

1 

2 


(45) 

1 

2 

3 


(46) 


Corps 


(47) 

ctive 

Marines  LjIt 
Mar  ine 
Reserve  Cj2 
Don 't  Kn  ow  l~l3 


(48) 

1 

2 


(49) 

1 

2 

3 


(50) 


|Navv 


♦ 

(51) 

1 

2 


(52) 

1 

2 

3 


(53) 


Guard 


Know 

6 

} 

(SKIP 

TO 

QU.  1 0) 


(38) 


(54) 

1 

2 


(55) 

1 

2 

3 


(56) 


10a. 


Aa  far  as  you  know,  what  ia  the  starting  MONTHLY  pay  for  an  ENLISTED  MAN  in  the  military  • 
before  taxes  are  deducted?  (ROUND  TO  THE  NEAREST  DOLLAR.) 


(WRITE  IN)  $. 


Dan  't  Know  QjX 


60 


10b.  If  the  starting  pay  were  increased  by  $50  a  month,  would  you  be  more  likely,  or  not,  to  consider 
joining  one  of  the  active  military  services? 

More  Likely  .....  1  Would  it  be  ....  (61) 

Much  more  likely . .2 

Somewhat  more  Ukely  ....  3 
Just  a  little  more  likely ...  4 

Not  more  likely  ...  6 
Don’t  know . 7 
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11.  1  am  going  to  read  a  list  of  life  goals  that  young  men  like  yourself  might  have.  As  1  read  each  one, 

please  tell  me  whether  you  feel  you  would  be  more  likely  to  achieve  this  goal  in  the  military  service 
or  in  a  civilian  job.  or  could  it  be  achieved  in  either  one?  (READ  FIRST  GOAD,  IF  "MILITARY" 
OR  "CIVILIAN,  M  ASK:)  Would  you  say  you  would  be  (much  more  likely  or  somewhat  more  likely 
to  achieve  this  goal  in  the  military)  OR  (somewhat  more  or  much  more  likely  to  achieve  this  goal 
in  a  civilian  job)?  (RECORD  BELOW.) 


Military 

Much  Somewhat 

More  More- 

Like  lv  Likelv 

Either 

Military 

or 

Civilian 

Civ  ilia 
Somewhat 
More 
Likely 

n 

Mut  h 

More 

Likely 

Personal  freedom . . . 

1 

2 

3 

4 

5 

to. 

Developing  your  potential . 

1 

2 

3 

4 

5 

(•..  •. 

Job  security,  i.  e.  .  a  steady  job . 

1 

2 

3 

4 

i 

(6,; 

Making  a  lot  of  money  . . 

1 

2 

3 

4 

c 

(o 

Working  for  a  better  society . . 

l 

2 

3 

4 

*> 

it.  o : 

Having  the  respect  of  friends . 

1 

2 

3 

4 

s 

(t  ?] 

Doing  challenging  work . . 

1 

2 

3 

4 

s 

(•  j 

Adventure  and  excitement.  ......... 

1 

2 

3 

4 

s 

Learning  as  much  as  you  can  ......... 

1 

2 

* 

4 

s 

■  ..i 

Helping  other  people . . 

Being  able  to  make  your  own  decisions 

l 

2 

3 

4 

(VI) 

on  the  job . . . 

i 

2 

3 

4 

(V.*) 

Recognition  and  status.  . . . 

1 

2 

3 

4 

r 

i  ’ 

Just  a  few  more  questions.  How  would  your  parents 
any  of  the  military  services  ? 

feel  if 

you  told  them 

you  were 

thinking  about 

join iny 

1 '4-  -  * 

M,  , 

12a.  Would  your  father  be  in  favor  of  your  joining  the  service,  against  it,  or  n«  utral? 

(IF  "IN  F AVOF,  "  ASK:)  Would  he  be  very  much  in  favor  of  it  or  slightly  in  favor  of  it  i 
(IF  "AGAINST,  "  ASK):  Would  he  be  slightly  against  ir  or  very  much  against  it? 

(REPEAT  QUESTION  FOR  "MOTHER.")  (RECORD  BELOW.) 


Faihc 


t- ) 

DON'T  HAVE . b 

IN  FAVOR 

Very  much  . . 1 

Slightly  . .  2 

AGAINST 

Slightly .  s 

Very  much  . .  4 

NEUTRAL .  5 

DON'T  KNOW .  (, 


■Mglll [v.L 
(6) 

0 

1 

3 

4 

5 

6 


12b. 


(ASK  FOR  EACH  PERSON  IN  QU.  12a  WHO  WAS  "IN  FAVUK"  OR  "AGAINST")  You  said 
your  (NAME  PERSON)  would  be  (IN  F  AVOR  OF’/AG  AINST )  youi  joining  one  of  the  .mlilary 
services.  Why  do  you  think  (he /she)  would  leel  that  way?  (DON 'I  BEAU  ALTERNATIVE 
ANSWERS. ) 

Fatht  r  Mother 


FAVORABLE  COMMENTS 

Patriotism . . . 

Growing  up/maturity . 

Benefits  arc  good . 

Exciting  job/carcer  . . 

Job  tra in ing /learning  career . 


(?) 

t 

2 

\ 

S 


(9) 

1 

2 

3 

4 

5 


Other  than  the  above .  6  6 

UNFAVORABLE  COMMENTS  (»)  (10) 

Separation /being  apart  .  . .  I  1 

Danger/fear  of  injury  or  death  . . 2  2 

Loss  of  status  of  military  v*».  civilian  status  care*  i 

(e.g.,  "You  can  do  Letter  than  being  a  soldier").  .  s  3 

Civilian  education . i  4 

Negative  military  experieno  by  father .  S  !b 

Other  than  the  above  . . i  o 


t 
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(ASK  QU.  13a  &  13b  IF  "YES"  TO  "TALKED  WITH  ONE  OR  BOTH  PARENTS" 

--  QU.  8c.  PAGE  6. 

13a.  You  told  me  you  had  discussed  the  possibility  of  joining  the  military  with 
one  or  both  of  your  parents.  Which  parent  did  you  discuss  it  with  -- 
your  father,  your  mother,  or  both? 

Father  1  Mother  2  Both  3  (11) 

13b.  In  your  discussions,  who  is  usually  the  one  to  bring  up  the  possivility  of 
joining  the  military  --  you  or  your  parent(s)? 

Respondent  1  Parents  2  Both/not  sure  3  (12) 

14.  You  probably  know  that  veterans  of  the  military  service  can  receive 

financial  support  for  schooling.  Please  tell  me  which  of  the  following 
three  statements  best  describes  the  educational  assistance  program 
available  to  those  currently  entering  the  service.  (READ  STATE¬ 
MENTS.  START  WITH  "X'd"  ITEM.) 

START 

HERE 

(  )  Those  who  complete  their  tour  of  Service  are  eligible 

for  up  to  3b  months  of  tuition  assistance . 

(  )  For  those  willing  to  place  a  portion  of  their  pay  in  an 

educational  savings  account,  the  government  will  add 
$2.  00  for  every  $1.  00  they  save  during  their  three 
year  tour . 

(  )  Those  who  complete  their  tour  of  Service  are  eligible 

for  up  to  18  months  of  tuition  assistance . 

Don  't  know . 4 

15a.  There  is  a  current  educational  benefits  program  that  involves  setting  aside 
a  portion  of  your  monthly  paycheck,  and  after  three  years  the  government 
will  add  $2.  00  of  educational  assistance  for  every  $1.00  saved.  Given 
that  the  current  starting  monthly  pay  is  about  $375,  and  assuming  you 
joined  the  military,  do  you  think  you  would  participate  in  this  educational 
savings  program  if  you  had  to  save  $25.  00  a  month? 

Yes  1  No  2  Not  sure  3 

15b.  What  if  you  had  to  save  $50.  00  a  month? 

Yes  1  No  2  Not  sure  3 

15c.  Do  you  think  you  would  participate  if  you  had  to  save  $75.  00  a  month? 

Yes  1  No  2  Not  sure  3 

lb.  (REFER  TO  "RESERVE  TERM  DESCRIPTIONS"  AND  "PAIR  SHEETS" 

FOR  THIS  QUESTION.)  So  far  we  have  been  talking  about  the  military  in 
general.  Now.  I'd  like  to  ask  you  one  question  about  the  Reserves.  In 

the  Reserves _ (READ  PARAGRAPH  INDICATED  BY  THE  FIRST  TWO- 

DIGIT  NUMBER  OPPOSITE  THE  PAIR  TO  BE  USED),  Also _ (READ 

PARAGRAPH  INDICATED  BY  THE  SECOND  TWO-DIGIT  NUMBER 
OPPOSITE  TIE  PAIR  TO  BE  USED). 

I  want  to  read  you  two  brief  descriptions  of  possible  Reserve  situations. 

Please  tell  me  in  which  situation  you'd  be  more  likely  to  join.  (READ  PAIR. ) 

(IN  BOXES  BELOW  RECORD:  (1)  RESPONDENT'S  ANSWER;  (2)  FIRST 
TWO-DEIT  NUMBER;  (3)  SECOND  TWO-DIGIT  NUMBER;  (4)  FOUR¬ 
DIGIT  NUMBER.) 


ft 

(15) 


(17) 


1  (13) 

2 
3 


18 


2b 
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CLASSIFICATION  SECTION 


Now,  I  have  a  few  questions  to  help  us  put  our  participants  into  proper  groups.  Remember  that  the  information 
you  give  us  is  completely  confidential. 

Are  you  married,  single,  separated  or  divorced? 

Married  1  Single  2  Se  pa  rated/Divorced/ Widowed  3  (27) 

X  8*  What  was  the  highest  educational  level  your  father  completed?  If  you  are  not  sure,  please 
give  me  your  best  guess. 

Did  not  complete  high  school . 1  f  inished  college  (four  years)  .  .  . o  (28) 

Finished  high  school  or  equivalent  .  .  2  Attended  graduate  or  professional 

Adult  education  program . 3  school . 7 

Business  or  trade  school . 4  Obtained  a  graduate  or  professional 

Some  college . . . 5  degree . 8 

19.  What  (are/were)  your  average  grades  in  high  school9  (RFAD  LIS  I  OF  GRADES.) 

A'sandB's . 1  (DON'T  READ)  (29) 


A 's  and  B 's . 1 

B's  and  C's . Z 

C's  and  D’s . 3 

D's  and  be  low . 4 


(DON'T  READ) 

Doe  s  not  a  pply . 5 

Don  't  remember . 6 


20*  What  education  program  (*re  you/were  you)  in,  in  high  school0  (READ  ALTERNATIVES) 

College  preparatory  1  Commercial  or  business  training  2  Vocational  3  (30) 

21  a  Which  of  the  following  mathematics  courses,  if  any,  did  you  take  and  pass  in  high  school? 

Elementary  Alegebra  . 1  Intermediate  Algebra  ....  3  (31) 

Plane  Geometry . 2  Trigonometry . 4 

(DON'T  READ)  None  of  these . 5 

22.  Did  you  take  snd  pass  any  science  courses  in  high  school  which  covered  electricity  or  electronics? 

Yes  1  No  2  (32) 

23.  Just  to  be  sure  we  are  representing  all  groups  in  our  survey,  please  tell  me  whether  you 
describe  yourself  as  .  .  .  (READ  LIST) 


Cuban  . 

.  1 

Other  Spanish  .  . 

.  4 

Oriental  .  , 

.  .  7 

Mexica n-Ame rican  . 

.  2 

American  Indian  . 

.  S 

White.  .  .  , 

,  .  8 

Puerto  Rican  .  .  .  . 

.  3 

Black, . 

.  o 

Refused  .  . 

,  .  R 

24,  Name  of  Respondent . 
Address  _ _ _ _ _____ 

City/State _ 

T  e le phone  number  _ 


Zip  Code 


25,  Next,  I  would  like  to  knov/  your  Social  Security  Number.  Because  of  a  recently  enacted  law,  I  must 

tell  you  that  the  authority  to  request  thin  information  is  given  in  10  USC  13t>.  Providing  this  informa¬ 
tion  is  voluntary  on  your  part  and  there  are  no  consequence*  if  you  choose  not  to  do  so.  This  informa¬ 
tion  is  necessary  to  enable  us  to  re-contact  you  in  the  future  regarding  your  decisions. 

What  is  your  Social  Security  Number?  .  ■  .  -  ■  ■ 


None . 0 

Refused  ,  .  .  X 


Your  opinions  have  been  very  helpful  and  1  appreciate  the  time  you  took  to  participate  in  this  survey.  Thank  you. 

IMPORTANT:  TO  MAKE  THIS  A  VALID  INTERVIEW,  PLEASE  RECORD  ON  PAGE  1  AND  HERE 

THE  I.D.  NUMBER  FROM  YOUR  CALL  RECORD  FORM. 


(55-79 

open) 

80-4 


! 


